











Next Week 
You Will Find 


in “The Recorder” 





Selling Shoes by Fitting Feet 


Believe it or not, Ambassador An- 
drew Mellon went all the way to Wil- 
liamsburg, Ontario, to have his feet 
examined by the famous Doctor Locke, 
who kept him waiting for two hours 
because of pressure of appointments. 

The world has become foot-fitting 
conscious through the new need of a 
more useful instrument of propulsion. 
We center the interest of this issue in 
fitting of feet at the fitting stool. Shoes 
are one article of retail sale necessitat- 
ing almost professional service and yet 
few merchants know how to get a profit 
in service rendered at the fitting stool. 

This issue is dedicated to those shoes 
whose primary purpose is “fitting fea- 
tures.” Shoes with talking points need 
presentation at this time of the year. 

* * * 


We have queried a thousand mer- 
chants selling men’s shoes, to give us 
facts on eight important points so that 
we might stimulate in turn other mer- 
chants to bring men customers into the 
shoe store more than the allotted two 
times in the whole year. 

If we can increase the interest of 
men in entering the shoe store, rest as- 
sured that the merchant, after reading 
this summary, will do his part in sell- 
ing an extra pair. 
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NEW PRICES ox 


SHogs oF CatF Skin which you can buy from 
stock and retail profitably at ten dollars—like 
the Morley pictured above. Or the Madison 
shown at the right, a famous shoe in fine kid- 
skin, and one which never fails to repeat. The 
Madison attracts and holds a most desirable 
trade and can be retailed with substantial 
mark-up at eleven dollars. All are made ac- 
cording to the Sracy-Apams standard which is 
recognized in leading stores throughout the 
country as representing the very finest in men’s 
footwear. 


In addition to the stock shoes (retailing at $10 and $11) 
we offer an unusual line which is being merchandised 
most successfully with the best men’s trade. It’s price 
range is $12.50 to $20. See this line at the manufacturer's 
show, New York City, December 6 to 9. Stacy-ADAMs 
Company, Brockton, Mass. 


STACY:ADAMS 
Custom Grade Shoes for Men 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


When Krupp 


& Tuffly of Houston, Tex., cele- 
brate their Golden Jubilee next 
month, they will put into operation 
one of the most effectively planned 
store promotions ever conceived 
for an event of this kind. Lou 
Tuffly determined an occasion of 
this sort needed some three-story 








ideas to give it the importance it 
deserved. So he sent Mike 
Murphy, advertising and store 
promotion manager, to New York 
to rub elbows with the leaders in 
merchandising planning for events 
of similar nature. 

Houston, Tex., will see a birth- 
day celebration that will rank high 
as a promotion idea par excellence. 


* * * 


T. F. Callahan, 


buyer of women’s footwear at B. 
Altman & Co., New York, sensing 
the fact that the continued up- 
swing in demand for quality foot- 
wear is becoming more and more 
pronounced in those stores stress- 
ing better grade merchandise, 
says: 

“Our average unit of sale has, 
for the past few months, shown 
an increase over the same period 
of a year ago. We have discovered 
that women really want smart 
footwear and to satisfy this desire 
they are willing to pay a few addi- 
tional dollars in order to have in- 
dividual style and improved qual- 


ity. In spite of cheap millinery 
being sold, there has been any 
number of women who want some- 
thing distinctive and styled with 
more interest. For this exclusive- 
ness they are willing to pay more. 
A similar practice is being experi- 
enced by us in the sale of better 
grade footwear.” 
* * * 


Prof. Paul H. Nystrom 


finds that the population of the 
country is now divided up about 
as follows: 


Incompetents, tramps, public 


charges, etc....... From 2,000,000 to 
3,000,000 

Persons on the _ poverty 
NEE faces eevinc races About 8,000,000 

Persons having a bare sub- 
GIRIAN OEE 0 ini os o2sv0e oclaccatenrers 12,000,000 

- Those having a minimum 
health and efficiency...... 20,000,000 

Those having a minimum of 
COMIOEE «5.0.65 cccccivinse cus 30,000,000 
Those having comfort...... 20,000,000 
The moderately well-to-do.. 15,000,000 
The well-to-do ............ 10,000,000 


Those having a liberal income 2,000,000 


O. W. Knauth, executive vice- 
president of R. H. Macy Com- 
pany, commenting on the above, 





says: “To increase the demand for 
any article means that it must not 
be simply lower priced as com- 
pared to the accustomed price—it 
must be actually so priced that the 
new price opens up an entirely 
new level of demand. This is not 
accomplished by any automatic 
process of 25 per cent or 50 per 
cent reduction or any other for- 


mula that I have been able to find. 
I think it is more subtle than that. 
It depends on a study of the nor- 
mal price ranges paid by different 
income class levels for different 
types of goods, and of course there 
are progressively more persons in 
each lower income class level. 

“Finding the level of demand 
then in a changing price system is 
an extraordinarily difficult thing 
and it is no wonder that most of 
us have blundered as badly as we 
have.” * * * 


Chews (Washington) 
oysters have been advertised all 
over the country and now “oyster 


_ 
—_—— 


aan SoZ FSS 
shoes” are being talked of. It is 
a fact that Olympia oyster workers 
or pickers wear a specially made 
shoe while at work, but these 
shoes are not made from the 
oysters, as might be believed by 
some who have written to ask 
Olympia oyster growers about 
them. 

The shoes worn by the bed 
workers are built like a bear snow- 
shoe. An oval of Monel metal, 
about 20 inches long and 10 inches 
wide, holds two cross members of 
the same metal and a mesh of 
Monel wire. To the cross mem- 
bers of the shoe are set with 
screws half-inch wooden soles, 
and straps hold the whole affair 
to the foot. 

The “shoe” was developed by 
J. J. Brenner, head of the company 








of that name, when it was seen 
that thousands of baby oysters 
were killed each year by being 
tramped into the mud of the beds. 

Mr. Brenner insists, however, 
that shoes are not built from the 
millions of oysters that are grown 
in this district. 

oe Ae 


Flea. John G. Winant, 


governor of New Hampshire, who 
focused the attention of the nation 
on the five-day week and problems 
of recreation, is foretelling a re- 
vival of town and village life, with 
many working in cities, and living 
along the highways and the by- 
ways of the country where they 
will raise a part of their foods in 
the gardens in their back yards 
From such a change in the com- 
mon habits of living there would 
be a consequent change in the mer- 
chandising and distribution of 
goods; also the styling of goods. 

Governor Winant declares that 
the greatest problem of today is 
the problem of human welfare, the 
health and comfort of each and 
every individual. 

+ -*.\« 


W alk-Over 


stores in New York are featuring 
genuine sealskin for men. The 
advertisement is somewhat unique 


“~~ 





‘. 


in showing a large pebble grain 
shoe illustration and a small line 
cut of a seal on a cake of ice with 
the attention line—“‘Ever hear of 
a seal with cold feet?” 

The text says: “For men who 
want ‘meat’ in their shoes, Walk- 
Over introduces the newest in 
rugged style leathers—genuine 
black SEALSKIN. Harpooned 
in the icy waters of the North 
Cape, SEALSKIN is naturally 
hardy and cold-resisting. Specially 
tanned for flexibility, it will keep 
your feet comfortable in any 
weather. Come in today and settle 
your shoe problem for Fall and 
Winter.” 











—An observer just returned from Russia 
says: 

—‘The shops in Leningrad and Mos- 
cow are empty; those in Rostov, 
Kharkov and Kiev are gay and well- 
stocked. The explanation is that 
goods have been rushed down to the 
Ukraine so that the peasants may be 
encouraged at harvest time by the 
sight of something to buy.” 

—Human nature is the same the world 
over, whether in Russia or Peoria. 

—People are always interested in new 
things or new uses of things. 

—The desire to possess is characteristic 
of us all. Goods well chosen, well dis- 
played and properly timed are always a 
stimulant to the imagination. 

—And once the imagination gets to work- 
ing even miracles can be performed. 


Oe ae 


President. 





D.. William M. Scholl, 


president of the Scholl Manufac- 
turing Company, Chicago, IIl., 
notes a decided increase in shoe 
store interest in servicing of feet 
and states that “more than 90 per 
cent of the entire list of retail shoe 
dealers carry our goods.” 

One little item, Zino Pads, has 
given relief to millions. Now the 
doctor has even improved that 
product with a separate medicated 
pink disk, included at no extra 
cost. This new feature doubles the 
efficiency and utility of the pad. 

And so, a little item of sale that 
was almost perfect in its popular- 
ity is made still more so by im- 


provement. 
* * * 


. K. Spangler, 


who manages the women’s and 
children’s footwear department of 
McCreery’s, New York, has 
unique and practical ideas regard- 
ing the promotion of women’s 
footwear. 

“My belief in featuring promo- 
tional merchandise,” says Mr. 
Spangler, “is that you give a value 
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that will easily be recognized by 
the regular customers of the store 
as being just what you say it is. 
This builds a true appreciation in 
the customers’ mind first that they 
have received a plus value and 
secondly that your advertising has 
an honest appeal. The worth of 
this type of merchandising reaches 
out far beyond just the selling of 
that individual pair of shoes. The 
word of mouth prestige which it 
will build through the customers’ 
contact with others proves invalu- 


‘able in building good will for the 


store.” 
* ok x 


Feel A. Gannon, 


of Salem has a neighbor who is a 
sheepskin tanner. Recently the 
wife of the tanner went up to Dr. 
Locke in Canada and came back 
cured—with three pairs of shoes 
at $9.00 a pair. And what’s more, 
she is planning to go up there 
again soon for three more pair. 
Previously, the local doctors di- 
agnosed so many ills that she gave 
up all activities and had become a 
chronic invalid. Now she lives a 
lively, useful home and social life 


and tells everybody what the foot 
cure has done for her. 

If all roads lead to a natural 
bone setter who studies the feet 
first, isn’t it time for shoe stores 
everywhere to give first thought to 
the foot and its functioning so that 
foot service brings the customer 
again and again? 

: 2 4 


F Lancaster, N. H., 


rubber shoes are selling, for the 
wet earth season is here, the heavy 
dews of each morn saturating 
everything. So farmers put on 
rubber boots when they go out to 
take care of the cattle, and sports- 
men put on waterproof footwear 
when they tramp the trails or hunt 
or fish in the woods. The rubber 
shoe season opens earlier in the 
rural regions than it does along the 
paved trails of cities. 
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Practice of percentage 
leasing has grown so rapidly that 
through a national study definite 
figures of prevailing percentages 
have been obtained. Chain variety 
stores are making percentage 
leases at from 5 to 8 per cent of 
sales; chain grocery stores are 
making percentage leases from 3 


to 5 per cent; shoe stores from 
6 to 10 per cent, and drug stores 
from 4 to 10 per cent. 

In many cases the landlord pro- 
tects himself by specifying a mini- 
mum annual rental. Under the 
percentage lease, the merchant 
pays the landlord a specific per- 
centage of his total gross sales. 
Thus in the merchant’s calculations 
of overhead expense he can 
always figure that a fixed and 
definite percentage represent his 
occupancy charge. 

The growing popularity of the 
system of percentage leasing is 
due to the fact that owners of re- 
tail locations everywhere, in in- 
creasing number, are realizing that 
if the retail merchant is to stay in 
business and if the landlord is to 
retain title to his property, they 
must both cooperate. 

* * * 


R. Bruce Murphy 
of the Stetson Shoe Shop, Pitts- 
burgh, says: 

“There is an ‘upturn’ in condi- 
tions in and around Pittsburgh. 
There is a better feeling and dis- 
play of more confidence, together. 
with the cheerful news published 
in the papers that men are starting 
back to work in the mills ; and once 
again the whistles are beginning 
to blow. They seem to say: 
“Prosperity is here again.’ 

“Present indications point to 
Quality standards. Lately we have 
been selling better shoes to cus- 
tomers who have been wearing 
lower priced shoes for the past 
two or three years. Men are ‘fed 
up’ on cheap, shoddy shoes. They 
want comfort and service. 


“Service is a big factor at pres- 
ent. More so than any other time 
in the past. With the return of 
good times, customers are going 
to buy where they received the best 
service during the depression. 
‘Give Service with Plenty of Per- 


sonality.” ” 
+ ea 


, 5,581,137 copies 
of The American Weekly, dis- 
tributed in 558 towns and cities, 
tell the story of how a research 
chemist found hundreds of useful 
products recoverable from old 
shoes. He found chemicals, drugs, 
pigments and gasses distilled from 
waste leather scraps. The most 
valuable substance was obtained 
from the char remaining after the 
leather had been heated in a retort 
—namely, “chrome oxide green’’— 
the only perfectly permanent green 
known. 

Industry would welcome any re- 
search that would lead to the 
profitable destruction of old shoes. 

If The American Weekly, the 
largest magazine in the world, 
shows how it can be done so that 
by-products are derived from the 
waste, then it is indeed aiding in- 
dustry to get rid of its left-overs 
to economic advantage. 


* * * 
Helistern 


tells Mollie P. Page, shoe stylist, 
in Paris, that he considers a dark 


‘tete de negre’ brown kid pump 
will be his most successful model 
this season for day wear in Paris. 
Heels, he reports, are slightly 
lower. 

With his usual dislike of any 
form of exaggeration, he loudly 
deplores extreme cut-outs in the 
sandal types. Sandals, he affirms, 
will be worn for the evening this 
winter in Paris but so developed 
and designed that, while the sandal 
inspiration is evident, the foot is 
almost entirely covered. Hellstern 
has designed several models on 
these lines in silver or gold. 

x ok 


Davia G. Ong, 


president of the United States 
Leather Company, has accepted 
the chairmanship of the leather 
group to help the Emergency Un- 
employment Relief Committee 
raise funds for unemployment re- 
lief this Winter, according to an 
announcement by H. B. Lamy, Jr., 
executive chairman of the commit- 
tee’s Commerce and_ Industry 
Division. 

The Division, which is organiz- 
ing 100 major trade groups 
through which funds will be sol- 
icited from employers, employees ' 
and employees’ associations, last 
year raised more than $10,000,000 
of the more than $19,000,000 
raised by the committee to finance 
“made” work and direct relief for 
the jobless. 





*YES SIR --SHOES !5 
MY BIGGEST PROBLEM. 


-~I'‘M FUSSY RIGHT UP 


TO THE LAces ”% 


























Sketched on this 
page are some high- 
lights along Quality 
Street, Silver Jubi- 
lee Shoes the shops 
are showing. 


Grosgrain ribbon 
trimmings are a 
popular note in both 
pumps and oxfords. 


Velvet, and velvet 

in combination are 

high style in eve- 
ning slippers. 


Fifth Avenue Glorifies 


What Quality Means to the Woman Cus- 
tomer and What It May Mean to Merchants 
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The flags are flying, 
as this is written, to celebrate Quality Week, Fifth Ave- 
nue’s Silver Anniversary. For twenty-five years now, 
Fifth Avenue has been the Fashion Avenue, the Quality 
Street of the country. Every shop along those twenty- 
three blocks from 34th to 57th Street is putting its best 
foot forward these first days of October. All along the 
way the windows are a sight to see, with impressive 
showings of modern merchandise and historic displays 
harking back to old New York. 

Every store, evidently, has just a little different idea 
of what “Quality” means. Some of them have gone 
the limit in promoting luxury, richness, expensiveness. 
‘Rare furs. Jewels. Fine fabrics. Others have brought 
out their old pictures and mementoes and are talking 
quality as reliability, reputation gained from long years 
of honest dealing. Quality, according to Lord and Tay- 
lor, is beauty of line and color, “the artist’s touch.” 
Still another group are talking quality values and telling 
the world how much it can get for its money. So, when 
you’ve finished your promenade on the Avenue, you'll 
have to figure out for yourself what this quality business 
is all about. 

We have our own theories on the subject. Quality 
merchandise, we say, is the merchandise that will give 
the most satisfaction for a given purpose. The idea of 
what constitutes quality changes with every passing 
year, with every change in the way people think and live. 
Quality, as we see it, has very little to do with price. It 
is not the best thing, necessarily, that can be made, but 
the best choice for a particular use. An ermine evening 
wrap to make some stately lady every inch a queen is 









































Sandals are less ex- 
treme in their cut- 
outs and more indi- 
vidual in their de- 
signs, 
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quality merchandise. But so is a little white rabbit 
jacket in which some slim young thing looks lovely to 
her boy friend! Quality, we think, must be measured 
in terms of satisfaction to the customer. The con- 
sumer’s point of view on the subject is all-important. 
Quality is not what manufacturers want to make or 
what stores want to sell, but what people want to buy. 

Getting down to shoes, this is what we think is go- 
ing to happen to quality standards when conditions 
settle down a bit. In three price divisions of mer- 
chandising—high, medium, and low, we see _ these 
changes taking place. 


The woman who can afford to pay the highest price ~ 


for the best is going to put her money into individuality. 
She will want the things that can’t be merchandised to 
the masses. Rare things. Distinctive things. Custom- 
made things. Take, for an example, the evening slipper 
shown. It’s a berry colored velvet in an odd subtle 
shade. It will be made to match dresses or accessories 
in that color by a Fifty-seventh Street specialty shop. 
This shoe has to be perfectly made, and expensively 
made, in order to look as slim on the foot as it does. 
That shoe couldn’t be manufactured successfully in 
cheap shoes and in cheap velvet. It couldn’t be mer- 
chandised in this non-dyeable, dress-matching material 
anywhere but in a custom shop. It is distinctively an 
[TURN TO PAGE 42, PLEASE] 

























Quality in Footwear 


By RUTH HARRINGTON 























The two-color shoe 


in a daring interpretation. 






Below: The D’Orsay line in 
a wearable oxford. 





















In the photograph: 
One of Quality 
Street’s most atten- 
tion - arresting dis - 
plays. A window 
showing the contrast 
between the old and 
the new styles in 
shoes and shoemak- 
ing. 
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Pittsburgh Merchants Cooperate to 




















PATENT LEATHER WILL ACCOMPANY DULL FALL FROCKS 


Semi-Annual Shoe Week One 
of the Notably Successful Co- 


























operative Retail Promotions of 
the Country. Competitors Bury 
the Differences of Competition 
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and Unite in Seasonal Effort to 





Create Additional Business 












































Through Constructive Planning 
and Program of Promotion that 
Utilizes Every Possible Channel 
of Publicity 
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A full page from the special shoe section of the 
heralded shoe week. 





Twice each year, once in 
the Spring and again in the Fall, the shoe merchants 
of Pittsburgh in a cooperative effort with the Pitts- 
burgh Post-Gazette, a leading daily paper, stage one 
of the most effective plans of shoe promotion that has 
yet been organized anywhere. The idea itself is some- 
thing more than a faint gesture. It’s a thorough, ef- 
fective publicity job that has given to shoes in this 
city an emphasis and regard rarely duplicated in other 
sections of the country. 

All differences of opinions and the petty misunder- 
standings of competitors that are bound to happen 
in any large city are buried by the merchants in Pitts- 
burgh, where a full spirit of cooperation and organiza- 
tion is displayed by the shoe men. Too much credit 





Pittsburgh Post-Gazette that 


cannot be given the newspaper which goes far beyond 
the average paper in building an editorial interest into 
the shoe promotion. The editorial matter is carefully 
written and prepared and has an absorbing interest for 


the reader. The style trends are fascinatingly ex- 
ploited with the newest materials, lasts and colors fea- 
tured. The material used in the articles is written 
around the types of footwear that are sold in the 
stores in Pittsburgh. It lacks any flavor of being 
free promotion for some favorite advertisers and 
this makes the reading matter convincing and in- 
tensely interesting. 

Practically all of the copy is human interest copy in 
spirit. It has the intimate touch which every woman 


likes to know about her shoes, which cannot be cov- 
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Make Community Shoe Conscious 


ITTSBURGH POST-GAZETTE: 





TUESDAY, OCTOBER 4, 1932 

















Showing the public new styles in an elaborate editorial presentation helps to create an interest in shoes and stimulates the urge to buy. 


ered in advertising space. It is no exaggeration to 
say it is decidedly educational, as it traces the tenden- 
cies in new footwear developments, devoting space in 
discussing the importance of corrective shoes. Much 
of the area of the two pages is used for a complete 
exposition of shoe styles, selected from all the impor- 
tant shoe and department stores in Pittsburgh. 

In the October 4th issue, footwear dominated the 
paper. No reader could have gone through the paper 
without having a full realization that footwear was 
considered to be one of the most important items in 
the wardrobe of the well-dressed woman. 

It had a double barreled effect in stimulating not 
only interest but business in retail shoe stores. The 
individual requiring a pair of shoes was impressed 
with the promotion plan and obviously stirred to 
action. It aroused a desire to have new shoes and 
offered convincing evidence that this was the time to 
buy. 


F or the reader whose interest in 
footwear at the moment was only passive, the effect- 
iveness of the appeal aroused a desire to possess some 
of the new styles shown. Certainly enthusiasm for 
new footwear was given an extra impetus through this 
splendid cooperative shoe exploitation. 

Without the support of the shoe merchants who 
use large advertising space in the section, the entire 
idea would not have been possible. All of the adver- 
tising was concentrated in this section and not scat- 
tered through the pages. This was just as necessary 
as was the cooperation of the newspaper. With all 


of the shoe advertising consolidated within one section, 
the interest of the reader desiring to purchase {foot- 
wear was held within the pages featuring this mer- 
chandise. 


Win a united advertising front 
of all shoe interests within a few pages it was not pos- 
sible for the reader to escape the footwear dominance 
of that particular issue. The attention value of an 
advertisement in a section of this character is greatly 
increased as against the ad that struggles alone on a 
page, combatting the appeal of other merchandise. 
Store traffic is always best in those sections where they 
are grouped. The same applies to the movies. The 
lone theater encounters a greater resistance in attract- 
ing customers than those theaters that are grouped. 
The opportunity for a wider choice may be the answer. 

The cooperative effort of the Pittsburgh shoe mer- 
chants defeats the old saw about the higher priced 
shoe stores not wanting their copy on the same page 
with the lower priced stores. With all eyes of the 
shoe-minded focussed on the promotional pages of the 
paper, the opportunity of having the advertisement 
read was more favorable in this spot than elsewhere. 
If intentional or not, all the ads stressed regular mer- 
chandise at full prices. No bombastic price appeals, 
none of the screeching layouts smeared all over with 
SALE, SALE, were observed in the store adds. It 
was a build-up of quality and left no impression other 
than there was a grading up in shoes and the lower 
priced values of the past no longer existed. 

[TURN TO PAGE 42, PLEASE] 
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Correct Fitting, Quality Materials 


Foot Health Promotion Appeals to Parents 


Vv 


( orehel protection of the 
child’s feet and a demand for correct fitting on the 
part of the parents continue to be of prime importance 
in merchandising children’s shoes. So strong is the in- 
stinct to protect the foot health of the growing gen- 
eration that this tendency has developed an apprecia- 
tion for quality and better priced shoes. 

This statement is supported with opinions from 
merchants who report there is an upgrading, gaining 
as the season advances. Parents because of previous 
education regarding foot protection of each pair of 
tender growing feet, insist upon correct fitting by 
salesmen who possess more than a superficial knowl- 
edge of the service they attempt to render when sell- 
ing a pair of children’s shoes. 

The inclination on the part of the buyers and man- 
agers of children’s department is for more and more 
intelligent service. We now encounter in the efficient 
children’s department a new type of service. After 
the child has been fitted by the sales person a fitting 
supervisor is called to make positive that from a scien- 
tific angle the child is properly shod. This work is 
being given serious attention in a number of stores 
and the impression made upon mothers is invaluable 
in building continued trade for the department. 

More attention is also being given to sizes and 
widths. It is believed by some merchants that chil- 
dren’s feet as they advance are becoming narrower 
than was the experience of years past. The develop- 
ment of lasts with concentration on the health value 
of the shoe may also be a contributing factor in this 
deduction. 

Successful operators recognize that the children’s 


Vv Vv 


shoe department can no longer be run on two or three 
widths. Quality materials, the finest the market 
affords are usually specified by those buyers who are 
building fundamentally and successfully. Wearing 
service has every consideration because mothers are 
becoming familiar with inferior and superior details 
that go into shoes that give them long life. 

The possibilities of developing children’s business 
which grows into the other departments as the child 
matures is a promotion feature, the value of which 
need not be emphasized to any alert shoe-minded in- 
dividual. Buyers have discovered that on numerous 
occasions mothers have personally made sacrifices to 
provide quality footwear for their children. There’s 
a serious responsibility placed upon the selling of 
children’s shoes, which should be accepted with a 
deep regard in fulfilling this obligation. 


More intense fitting knowledge 
is demanded in fitting a child than a grown-up. Some 
cooperation can usually be expected with reference 
to fit and feel of a shoe, when selling men’s or 
women’s footwear, but this is not true with children. 
It’s your knowledge rather than the child’s judgment 
that should determine the proper size and width as 
weil as the correct last. 

An outstanding authority and buyer of children’s 
shoes in a large middlewestern store has this to say 
regarding children’s shoes: “Price is never men- 
tioned in connection with children’s shoes in this store. _ 
Foot health is the point emphasized with insistence 
upon the economy of quality in buying children’s 
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Demanded in Children's Footwear 


By GEORGE E. GAYOU, Associate Editor 


shoes and upon the necessity of correct fitting. Many 
women today inclined to buy cheap shoes for them- 
selves are buying first quality shoes for their children. 
They are actually paying more money for their chil- 
dren’s shoes. 

“With girls we make no attempt to copy women’s 
styles. ‘Style’ as such is no part of the sales talk in 
connection with a child’s shoe. If a shoe is made of 
good quality material and of excellent workmanship 
and is correctly fitted it WILL have style for the 
child because it will be ‘right.’ Conservatism is the 
keynote in dealing with children’s shoes, foot health 
is the important factor. 

“Women today are buying quality shoes for their 
children will become quality buyers for themselves as 
soon as they can afford it. Children grow up wear- 
ing a certain make of shoe will continue to patronize 
the same store as they emerge into adult life. Thus 
a children’s department becomes a constant ‘feeder’ 
for steady adult patronage.” 


Practical long wearing leathers have 


the preference in style selection. Girls’ shoes are 
styled with more details and attractiveness than are 
boys. Staples are without change, being black and 
brown calf, with some preference being shown for 
brown. Sport effects resort to trimmings of either 
matching or contrasting leathers. Patent leather one- 
straps are the favored types for party occasions. The 
older girls are demanding higher heels, with D’Orsay 
pumps carrying 14/8 heights. 

In the service or play shoes parents are demanding 





omnes 
_—— 





During the past few years it required courage 
for retail shoe merchants to feature foot health 
and fitting service in merchandising their 
children’s shoes, particularly when all. about 
them price was being emphasized in every 
appeal. 


The reward of sound business practice is 
being shared today by those stores where the 
sale of a pair of children’s shoes is more of a 
consideration than just dollars in the cash 
register. 


Parents are insisting upon correct fitting 
as never before and quality is a first essential 
in the selection. Foot health in the promotion 
of children’s shoes outranks all other appeals. 








shark tips on oxfords. The additional wear at this 
part of the shoe made possible with this material has 
converted many mothers to the usefulness of the 
shark after his skin has been tanned. 

Boys’ shoes follow the general trend of men’s shoes 
in that they possess some of the older brother appear- 
ance, which is flattering to any vigorous youth. For 
the most part enough brogueing has been used to give 
the little men’s shoes a jaunty flair. Heaviness in 
appearance is avoided. Brown or black calf or elk 
skin oxfords with shark tips constitute a major part 
of the call in boys’ shoes. Some Norwegian calf and 
scotch grains are used for the advanced youth. 








The Practical Period Returns 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 15, 1932 


Public Regaining Perspective on Style and Quality 


By F. EUGENE ACKERMAN 


Lidestctried competition is effectuaily 
choking good taste and values out of merchandise. It 
is lowering public taste, and it has narrowed the nor- 
mal market for products which have a value based on 
superior quality and reliable service. As standards 
of quality have depreciated the voice of promotion 
has risen today until the magic of persuasive argu- 
ment is employed to overcome the lack of reality in 
values. In our feverish search for the “new pro- 
motion”; the “compelling phrase’; the “great big 
clever wallop,” etc., we have glorified the side-show 
business, and diminished the importance of the main 
tent. If we paid as much attention to the advertising 
and the selling of our staple goods, as we do to the 
hysterical promotion of oddities and gewgaws, busi- 
ness would be on a much firmer foundation. 

If there were any profit to anyone in this course, 
there would be some slight excuse for it. But there 
isn’t. It is destructive to all of the elements con- 
cerned—the manufacturer, the retailer, and last, but 
not least, the ultimate consumer. It places a pre- 
mium on the imitator and the copyist; on inferiority 
of product in design, execution and raw materials. 
And far from betraying the natural embarrassment of 
a thief who might be caught in his pilfering opera- 
tions, the copyist boasts of it publicly. 


But the most far-reaching effects 
of this system of merchandising has been in its de- 
moralization of the morale of the producer and the 
retailer, and the destruction of fixed standards of 
business. Today temporary expediency has in many 
instances replaced well thought out plans. Operations 
instead of being directed toward meeting the needs 
and stimulating the desires of a certain clientele, have 
been diverted to beating the prices of competitors. 
The emphasis has been placed on the least valuable 
asset of merchandise—price—until by the use of 
great, complicated organizations, including control 
buying, personnel training, style advisors, merchandise 
managers, buyers, publicity and promotion staffs, we 
have finally perfected a new and destructive technique 
in accomplishing the oldest and most primitive method 
of doing business—the hawking of bargains. 

It is only natural that the public is bewildered 





by the avalanche of indifferent and inferior mer- 
chandise sold on the basis of price, but promoted 
as being the newest and best in quality. The public 
has almost lost its perspective of what is really a 
good standard of style and quality, and it is losing 
faith in the constantly repeated appeal of cheap- 
ness, because by actual experience, it is finding 
that thrift of this character is, in the end, the most 
wasteful extravagance. And therein lies the cure 
for the evil. 

The signs are on the horizon, and we will all do 


well to heed them. Until this year, individual mer- 
chants have been almost helpless against a great mass 
movement, which had its beginning in the fallacy that 
we were still a great pioneer nation, growing like a 
boy giant, with an insatiable appetite for volume and 
more volume. 


Recently we had proven to us 
in a convincing and painful manner that our theory 
of continued rapid growth in population and spend- 
ing power was a delusion of optimism and not an 
economic reality. Almost overnight in 1929 we ceased 
to be a people destined for immeasurable wealth by a 
hitherto unknown road of ease, and became a people 
seriously occupied with the real values of life and how 
to maintain them in the social scale to which we have 
become accustomed. And right then, although our 
many other complexities may still obscure the fact, a 
new era of business dawned. 

So long as the evil effects of price cutting, lower- 
ing of standards of quality and ballyhoo methods of 
advertising and promotion were merely an inter-trade 
fight, the current was too strong to resist. It was re- 
sisted manfully by many legitimate manufacturers and 
merchants whose far-seeing ability in developing great 
enterprises enabled them to realize fully the inevitable 
ruin toward which businss was being dragged. But 
the sole results of our inter-trade discussions and re- 
sistance consisted of stinging resolutions and lofty 
outbursts of indignation. This was as far as we could 
go, because the supreme court of all our destinies— 
the consuming public—was not sufficiently aroused. 
It is only with the cooperation of the public that 
we can look for definite accomplishment. 

Money is no longer cheap, to be had easily and 
spent carelessly. Money is expensive and hard to 
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come by. The free-handed American public, faced, 
in this generation at least, for the first time, with 
reduced incomes, or, temporarily, no incomes at 
all, has become thrifty. It is seeking values. And 
all of us who are wise will provide those values— 
at the lowest price compatible with honest stand- 
ards—but we will provide them, or go out of busi- 
ness. 


Manufacturers and retail merchants 
agree that profitable business demands the sale of 
better merchandise, but they claim that economic con- 
ditions are such that it is doubtful if there is a con- 
suming public for it. In the first place, the difference 
between the cost of an article honestly composed of 
serviceable raw materials and the imitation which 
apes it superficially, is really slight in terms of selling 
price, and infinitely less costly in terms of service. In 
the second place, it was not restricted incomes, nor 
was it the demands of customers which created the 
price era. The existing system of price promotion, 
with its resultant decreases in standards of quality and 
dollar value gained its greatest momentum during the 
period of 1925 to 1929, admittedly the most prosper- 
ous years this country has ever seen. The result was 
that during these prosperous years when individual 
incomes were at their highest, many industries and re- 
tail stores were operating, not only with declining 
profits, but very often with increasing losses. It is a 
situation almost without parallel in this or any other 
country, and needless to say, it is definitely against 
public interest, because it imperils the very backbone 
of the nation’s economic structure. 


Eni the past ten years 
I have been in fairly close touch with retailers 
throughout the country and during the past several 
years I have been impressed and depressed by the 
changing psychology of some merchandise mana- 
gers and buyers. In the early 1920’s, merchandis- 
ing executives and buyers were interested primar- 
ily in fine quality merchandise as important assets 
for their better price merchandise and their whole 
comment was how good, how serviceable, and how 
attractive it would be to their customers. They had 
in their minds when making their decisions, cer- 
tain customers, or groups of customers, to whom for 
years they had sold merchandise of a definite charac- 
ter, and their preferences, always expressed in terms 
of beauty and of values, were established on an under- 
standing of the wants of a certain clientele. In the 
past several years that attitude has changed definitely. 
The tendency is to fit every commodity into the low- 
est price ranges. The phrase “that will serve the 
purpose” has replaced the common-sense expressions 
of “what an excellent article of merchandise” and 
“what satisfaction it will give my customer.” Instead 
of pursuing what seems to be the logical course when 
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F. EUGENE ACKERMAN 


Alternate Chairman, 
National Quality Maintenance League 


selecting merchandise from the highest price down- 
ward, the process is largely reversed. 

The natural result of such a system is to reduce the 
fashion and dollar value of the store’s best and most 
salable assets, and at the outset of a season, when 
the market offers its greatest possibilities, to open the 
season with competitive bargains at the lowest possible 
prices. In order to bring these prices to the lowest 
point, workmanship must necessarily be poor ; acces- 
sories such as fur, or other trimmings on garments, 
are consequently secondary, or worse in quality, and 
[TURN TO PAGE 46, PLEAS® | 
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Don’t Destroy a Priceless Commodity 


O.. thing that doesn’t cost any 
money and that has a high valuation, needs rehabilita- 
tion. That is the simple little thing of courtesy. It 
was Samuel Reyburn who said: “If you haven’t a 
smiling face, you will not a merchant make.” Is there 
any particular reason why the grouch in the pocket- 
book should communicate itself to the face of man? 

‘The traveling shoe salesman is a particularly good 
observer of human behavior. He tells us that sour 
dispositions are decidedly on the increase. He is also 
a victim of many of the discourtesies of the day. 
Can you imagine a situation like the following, told 
to us by the traveling man himself ? 

He called on a regular account and the buyer ex- 
plained the absence of his stock-record girl and that 
he would look over the line on the following Mon- 
day. The.salesman was practically kept in that one 
town from Wednesday to Monday, without selling 
contacts. With his sample line spread and his hopes 
high, he called onthe store, to learn that the buyer 
had suddenly decided to go to New York—and that’s 
that. There the salesman was, in the same town, and 
a telephone call would have explained everything. 
Damnable discourtesy is a small word for it. 

Another example—of the salesman who was asked 
to spread his line on a given date, in a certain city. He 
drove some 500 miles, to be prompt and ready for the 
business at hand. The buyer kept him waiting for 
four days with excuse after excuse, alibi after alibi 
and in the end didn’t buy a pair of shoes. 


Fi these are the major cases of 
discourtesy, what about the multitude of minor dis- 
crepancies? What about the buyer who, in his irrita- 
tion, poked his head out of his cubicle and yelled to 
the traveling salesman: “Get out of here. You're the 
fourteenth peddler who has bothered me this morn- 
ing”? But this man lived to regret it for after losing 
his job he, tod, went on the road and the travelers, 
with their friends everywhere, certainly gave him the 


run-around. What was sauce for the clan of sales- 
men, became sour grapes for the green-horn. 

But there are prime examples of how buyers can 
still be gentlemen and salesmen can, in turn, be gentle- 
men. There are two sides to the picture. The sales- 
man owes it to the buyer to give notice in writing and 
time for an answer—for the No. 1 thing in the buyer’s 
life is to get the money from the customer. 

One prince of a buyer has a little card stating: 
“Mr. So and So regrets that he cannot see all the 
traveling salesmen at the time of call. Therefore, 
will you please designate where you are and when it 
best suits your convenience? I am out of the office 
at the moment but I will call you up and let you know 
when and where we can meet.” 


But best of all is the card we noted 
in a shoe factory in upper State New York. There 
may be similar cards elsewhere. It reads to this effect: 
“We have posted the schedules of the railroads and 
bus-lines alongside this notice. To facilitate your 
traveling, feel perfectly at liberty to state your case to 
the information desk. Anyone in this factory will 
give you the courtesy of immediate attention. We, 
too, are salesmen and we know the losses that come 
through waiting time. So as buyers of materials and 
commodities, we feel that your efficiency depends upon 
our courtesy and attention. We may not be able to 
buy your line but the least we can do is to give you 
fair hearing.” 

They do things abroad with a little more considera- 
tion of the other fellow. All appointments must be 
made in writing and acceptance of calls carries with 
it the need for punctuality and courtesy on both sides. 
It is rather rough on a buyer, in the midst of a busy 
day’s merchandising on the floor, to be called away 
from his duty to look at lines that could have no pos- 
sible bearing on his business. The waiting room, 
with a dozen salesmen armed with hopes and high 
pressure, is a staggering tax on his time and patience. 
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SALES OF TREADEASY MUNSONS DOUBLED 


EVERY YEAR PRIOR TO 1932—SHOWING 


SUBSTANTIAL GAINS THIS YEAR 


@ Inthe face of the worst year in the history 
of the shoe business our own business has 
been good. That means that Treadeasy deal- 
ers, too, have fared better than the average 
shoe dealer. A large share of the credit for 
this showing must be given to the Treadeasy 
Feminized MUNSON. 

With high styled shoes being sold at ruinous 
prices, Treadeasy dealers have found that 
women who wear Treadeasy Munson Shoes 
have not been lured away. These women 
constitute the solid, staple, substantial ele- 
ment in the shoe business. 

Depression or no depression, when a woman’s 
feet hurt she wants a shoe that will make her 
comfortable. Once she finds such a shoe, 


REG.U.S. PAT. OF F. 


MUNSON LAST 
P. W. MINOR & SON, Ine. 


BATAVIA, NEW YORK 


The Feminized Munson 

with Longitudinal Arch- 

supporting Saddle in 

stock, AAAA to E, sizes 
to 10. 


she will stick to it and tell her friends—espe- 
cially if she can buy such a shoe at a fair 
price—instead of paying $10 or $12 a pair. 
The Treadeasy Feminized MUNSON has swept 
the country, establishing new sales records 
every year, because one woman has told an- 
other, thereby building up an endless chain 
of enthusiastic customers. 


These women pay a good price for their shoes. 

Their business shows real profits. Stabilize 
your business by making these women your 
customers. New booklet, “Special Purpose 
Lasts For Shoe Therapy,” just off the press 
illustrates and describes Treadeasy Munson. 
Mail the coupon for your p 


copy. 





USE THIS COUPON ..... 





P. W. MINOR & SON, Inc. 
Batavia, New York 

Please send me your book “Special Purpose Lasts for 
Shoe Therapy.” 
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W hat Some Retailers Think of 


TO BE HELD AT THE HOTEL COMMODORE, 


The contacting season opens the first Tuesday 
in December, when merchants and buyers the 
country over are invited by the National Boot 
and Shoe Manufacturers Association to attend 
the National Seasonal Opening in New York. 
Headquarters at the Chrysler Building report 
that more than 1200 retailers registered their at- 
tendance last year and that there were many 
present who did not sign the cards. The Associa- 
tion has been able to get from the railroad trunk 
lines of America special rates of a fare and a half 
for the round trip, in the United States and 
Canada. 

A number of well-known retailers have indi- 
cated their favorable acceptance of the undertak- 


ing in the following: 
Omaha, Nebr. 


“I am for the earlier Seasonal Opening 100 
per cent. The National Seasonal Opening at the 
Commodore Hotel in New York was the best 
handled exhibit of shoes I have ever attended 
and I have been to most of them.” 

Nebraska Clothing Co. 
W. C. Roose 


Houston, Texas 

“The idea of the Seasonal Opening in New 

York early in the season is O. K. The exhibition 

last year was one of the best shows ever held. It 

was of help to us in getting new ideas in looking 
over all the lines together.” 


Dollahite-Levy Co. 
J. Minchen 


Burlington, Vermont 

“The National Seasonal Opening conducted by 
the Manufacturers Association in New York last 
year was worth while and a guide for the retailers. 
Having the show early in advance of the selling 
season is an excellent idea and enables the retail- 
ers to have some plans when the salesmen call on 
them. It was profitable to me to attend from 
every angle.” B. J. Boynton 


Miami, Fla. 
“T am heartily in favor of the National Seasonal 
Opening as conducted by the National Boot and 
Shoe Manufacturers Association. It was of great 
help to us in lining up our season’s business in 
Miami, which is really a forerunner of Spring and 

Summer business for the North.” 
Cowen-Nankin Shoe Stores, Inc. 

Henry Bulbin 


Newburgh, N. Y. 

“The Seasonal Opening permitting the retailers 
to view the lines together early in the season ap- 
peals to me very much. It was highly informative, 
also has considerable value in promoting a get- 
together between the manufacturers and the re- 
tailers. We secured ideas in looking over the lines 


early in the season that were of help to us.” 
Vogel’s Shoe Co. 


J. Fineberg 








The following manufacturers 
reservations, and their 


The Abbott Company............... 
D. Armstrong & Co., Inc............. 


Avon Sole Company................. 
Bancroft Walker Company........... 
ee OS oo eer 


Edwin Clapp & Son, Inc.............. 
Commonwealth Shoe & Leather Co.... 
Compo Shoe Machinery Corp.......... 
Conaway-Winter Co. ................ 
W. B. Coon Company............... 
Crosby Square Shoes................. 
Croxton, Wood & Co................ 
Curtis-Stephens-Embry Co., Inc....... 
Dewey & Almy Chemical Co.......... 
Dixon-Bartlett Co. .................. 
Dodge, Bliss & Perry Co., Inc......... 
Doyle Shoe Co..................0005 
Dunn & McCarthy, Inc............... 
J. Edwards & Co., Inc............... 
Enna-Jettick Shoes, Inc.............. 
Ephrata Shoe Co.................... 
Excelsior Shoe Company............. 


Gerberich-Payne Shoe Co............. 
Golo Slipper Co..................05. 
Green Shoe Mfg. Co................. 
Julius Grossman, Inc................. 
Morgan Grossman, Inc............... 
Heel Hugger Shoes, Inc.............. 
Holland Shoe Co.................... 
Huth & James Shoe Mfg. Co.......... 
Jarman Shoe Co..................... 
Kane, Dunham & Kraus, Inc........... 
Geo. E. Keith Company.............. 
The A. S. Kreider Shoe Co............ 
W. L. Kreider’s Sons Mfg. Co......... 
Laird, Schober & Company........... 
Lancaster Shoe Co. ................. 
Marshall, Meadows & Stewart, Inc..... 
Charles Meis Shoe Mfg. Co........... 
The Menihan Company.............. 
Miller, Hess & Co., Inc............... 
|. Miller & Sons, Inc................. 
P. W. Minor & Son, Inc............. 


O'Donnell Shoe Corporation.......... 
M. A. Packard Company............. 
Premier Shoe Co., Inc............... 


Schwartz & Benjamin, Inc............ 
The Selby Shoe Co.................. 
Sherwood Shoe Co................... 
Shoe Form Co., Inc.................. 
Stacy-Adams Co. .................05 
The Stetson Shoe Co., Inc............ 
Chas. W. Strohbeck, Inc.............. 
The P. Sullivan Shoe Co.............. 
N. B. Thayer Shoe Co............... 
United Shoe Machinery Corp.......... 
United States Shoe Corp.............. 
Vulcan Corporation ................. 
Wall Streeter Shoe Co............... 
Willits Shoe Company............... 
A. N. Wolf Shoe Company........... 
E. T. Wright & Co., Inc.............. 
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the National Seasonal Opening 


NEW YORK, DECEMBER 6th TO 9th, 1932 





have already made formal 
lines will be on display: 


Yarmouth, Maine 


| 


Rochester, 


N. Y. ; 
South Weymouth, Mass. 


Boston, Mass. 
Wilton, Maine 
Webster, Mass. 


Milwaukee, 


Wis. 


Cincinnati, Ohio 
East Weymouth, Mass. 
Whitman, Mass. 


Brooklyn, N. 


Y. 


Rochester, N. Y. 
Milwaukee, Wis. 


Philadelphia, 
Reading, Pa. 


Pa. 


Cambridge, B Mass. 
Baltimore, Md. 
Newburyport, Mass. 
Brockton, Mass. 
Auburn, N. Y. 


Philadephia, 


Auburn, N. Y. 


Ephrata, Pa. 
Portsmouth, 
Rochester, N 
Long Island 
Brooklyn, N. 


Pa. 


Ohio 
Ae 


City, N. Y. 


¥. 


Mount Joy, Pa. 
New York, N. Y. 
Boston, Mass. 


Brooklyn, N. 
Brooklyn, N. 


Y. 
Y. 


Auburn, N. Y. 
Holland, Mich. 
Milwaukee, Wis. 
Nashville, Tenn. 
St. Louis, Mo. 
Campello, Mass. 


Annville, Pa. 
Palmyra, Pa. 
Philadelphia, 


Pa. 


Elizabethtown, Pa. 
Auburn, N. Y. 
Cincinnati, O. 
Rochester, N. Y 


Akron, Pa. 
Long Island 


Syracuse, N. 


City, N. Y. 
Batavia, N. Y 


Y. 


POP ie. St. Paul, Minn. 


Brockton, Mass. 


Long Island 


City, N. Y. 


Cincinnati, Ohio 


Rochester, N. 


Brooklyn, N. 


Y. 
Y. 


Portsmouth, Ohio 
Rochester, N. Y. 
Auburn, N. Y. 

Brockton, Mass. 


South Weym 


Brooklyn, N. 


outh, Mass. 
¥. 


Cincinnati, Ohio 
«+03 E. Rochester, N. H. 
Boston, Mass. 
Cincinnati, Ohio 
Portsmouth, Ohio 
North Adams, Mass. 


Halifax, Pa. 
Denver, Pa. 


Rockland, Mass. 








Wichita, Kans. 


“I attended the New York show last year and 
appreciated the knowledge I gained. It is my 
opinion that there are entirely too many conven- 
tions and shows. One show in the Fall and one in 
the Spring at the proper time is plenty.” 

The Geo. Innes Co. 
L. P. Hallack 


Pawtucket, R. I. 


“The National Seasonal Opening under the di- 
rection of the Manufacturers Association is very 
good. Coming early in the season, it renders a 
foundation for early buying and eliminates a lot 
of guess work.” 

David Harley Co. 
Frank A. Lamphier 


Lancaster, Pa. 


“The early Seasonal Opening held in New York 
last year is the only way to have an exhibition that 
is a real help to the retailer. The others are held 
entirely too late. The Manufacturers show was of 
much help to us and very much appreciated.” 

Watt & Shand 
Daniel Bork 


Hartford, Conn. 


“We think the National Seasonal Opening is 
helpful and that December will be better than 
November; for we believe that style trends can 
be better determined then. We were able to form 
some ideas from the Opening at the Commodore 
Hotel in New York last year that were helpful.” 

W. G. Simmons Corp. 
Osgood C. Martin 


Holyoke, Mass. 
“The National Seasonal Opening by the shoe 


manufacturers last year was very good. I was very 
pleased with the showings and seeing the lines 
together early in the season was a great help. The 
show by the manufacturers in New York in De- 
cember is the most important of all.” 
Thos. S. Childs, Inc. 
Alfred P. Beauchemin 


Philadelphia, Pa. 


“We think it is a distinct advantage to hold the 
Seasonal Opening as early as possible. In our 
opinion the Seasonal Opening last year was a great 
success. We left with a definite idea of our re- 


quirements for the coming season.” 
W. H. Steigerwalt 


Jay F. Reist 


Providence, R. I. 
“I heartily approve of the earlier showing. The 
show in New York was the best I ever attended 
and we were able to get good ideas there.” 
The Shepard Company 
E. R. Abel 








E.R. ABEL 
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“Back to Quality” is the watchword everywhere. Max Fiedler, formerly of Zurich, Switzerland, who created the interesting window 
shown above, writes: “In my Quality Campaign | showed a Scottish window trim—bagpipe, tartans, kilts, dirks, brooches, caps, feathers, 
tobaccos and even Scotch whisky, with the most expensive ghillies, brogues, oxfords and skins in Moor calf, Scotch grain and Nor- 


wegian calf.” One of the window cards read as follows: 
dividual and despise mass production.” 


“The Scotch are a nation of traditions and history. They stick to the in- 
Another said: “The Scotch are the most economical nation in the world. They know that 


the best is the cheapest.” 


Sell Quality Through Windows 


Emphasize Style, Service, Fitting and Satisfac- 
tion to Offset Destructive Price Propaganda 


With Fifth Avenue merchants engaged 


in a spectacular quality promotion campaign and trade 
leaders generally stressing a return to quality stand- 
ards as one of the fundamental steps that must pre- 
cede the revival of profits and prosperity, this is a 
logical time to give some serious thought to the prob- 
lem of selling quality through window displays. 

In the past year or two there has been a steadily 
increasing emphasis on price as the dominant theme 
in window displays, just as there has been in news- 
paper advertising and every form of sales promotion. 
In fact, harping on price has been so exaggerated and 
$0 persistent that most thoughtful merchants who are 
looking forward to the long-term possibilities of their 
business rather than to an immediate and temporary 
advantage, are convinced that the thing has been car- 
ried too far, and that the present season calls for a 
return to quality and values. 

The Fifth Avenue quality observance of last week 
‘was an outstanding acknowledgment of~this convic- 


tion. Not only in New York, however, but in every 
city throughout the country far-sighted retailers are 
beginning to sense the peril of price propaganda and 
the necessity of a return to quality ideals, lest the buy- 
ing public become so confused in its sense of values 
that it will be inclined to forego buying altogether, at 
least to limit its purchases to obvious necessities. Many 
of the recent photos of window displays that have 
come to our attention reflect the swing back to quality. 

Not only in this country, but in many of the Euro- 
pean retail centers it appears that this Back to Quality 
idea is taking hold. For example, the window display 
accompanying this article from the store of Ch. Doel- 
ker, Bahnhofstrasse, Zurich, Switzerland, was planned 
and created with precisely this thought in mind. When 
Murray Schott of the Julius Grossman Stores Corp., 
Fifth Avenue, New York, contributed an article on 
quality to Boor AND SHOE REcorper recently, he re- 
ceived an interesting letter of congratulation from 
Max Fiedler, with whom he was formerly associated 





IT SELLS! 


ACTUAL 
THICKNESS 
0] Sse) a 


AN 


BELLOWS TONGUE 


mM wef FULL 
LEATHER LINED 


VAMP 








@ This Scotch Gram ENGLISH PAC is the fall footwear 
sensation for men as evidenced by orders from important 
stores all over the country. Every men’s shoe buyer in the 
United States who feels the pulse of consumer demand is go- 
ing to make new frends and extra profits with this shoe this 
season. We have it in stock, sizes 5 to | 1, widths B, C and 
D. Telegraph your orders. Stock No. E388. Price $3.35 


Brown Shoe Company, Manufacturers, Saint Louis 


a 
LL 
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This beautiful Autumn window display used in one of the |. Miller 





THIS WEEK’S WINDOW IDEA 
A Back to Quality Window Campaign 


— is a logical time to get behind the “Back to 
Quality” movement that is now sweeping the country 
as one of the constructive steps toward increased profits 
and prosperity. 

Between now and Christmas, plan to subordinate the 
price appeal in your windows and advertising and bear 
down heavily on the advantages of buying good shoes. 

Sell the public on the idea that quality is worthy of 
its price. Suote prices in your ads and use price cards 
in your windows if you see fit, but make your main 
selling argument the worth of the goods. 

During the next ten weeks avoid anything in the 
nature of price ballyhoo and build a series of windows 
featuring style, service, foot comfort, etc. 

In windows stressing style and quality, avoid trying 
to show too many shoes. Plan a simple background in 
tan, buff or some warm pastel shade. Feature some 
simple message of quality like “Good Shoes Yield Last- 
ing Returns in Appearance and Satisfaction.” Display 
some fashionable Fall garments suggesting the occasion 
and use of the footwear. Place a few pairs of shoes 
on the floor of the window or on cubes, cylinders or 
plateaux. If you use price tickets, make sure they are 
small and neat. Preferably they should be hand lettered 
on stock of the same tint as that used in the background. 

Try to develop in each successive window of the 
quality series a new approach to the subject. Several 
Fifth Avenue stores during Quality Week showed smart 
shoes of former periods to stress the fact that quality 
is a tradition on that thoroughfare. 
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stores in Chicago presents the combined appeal of style and quality. 


at Altman’s and now connected with this establish- 
ment in Zurich, where he still reads and profits by 
the RECORDER. 

“People still want quality, the same with us over 
here,” writes Mr. Fiedler. “I want to say that your 
article covers every point I am fighting for in my 
town, and as you know something about shoes in 
Switzerland, I am leading the crowd of fellow col- 
leagues who are in line with me. 


Md p E 
eople are always talking about 
the crisis. It is not a crisis any more. It is a new 
economic front that is in formation before our eyes. 
People have to form new budgets. Our customers 
can only buy in accordance with their pocket books. 
That front still develops. We do not see the end of 
it yet, but we have to be ready. When the first 
effects of the fall of prices were seen, there was a 
migration to cheap line stores and cheap chain store 
systems. By and by we see people coming back. 
Why? Quality is the cheapest. 
“You see I am fighting for the same purpose and 
I like to join with you with the battle cry : ‘High-grade 
footwear in quality and beauty stands forever.’ ” 
Thus it appears that there is international recogni- 
tion of the soundness of the quality appeal in selling 
and a feeling everywhere that price has been over- 
emphasized. 
[TURN TO PAGE 42, PLEASE] 
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The Strouss- Hirshberg Co. 


YOUNGSTOWN, OHIO 


Here’s another of the Nation’s Leaders—the Strouss-Hirshberg Company 
in Youngstown—a mammoth institution—an organization devoted to ser- 
vice—progressive—successful—and we are glad to say, doing a marvelous 
job in their juvenile department with 


Poll-Parrot Shoes 


But that is to be expected. The Poll Parrot line is a marvelous line. In 
every size range, from Big Girls’ and Boys’ to Infants’ sizes, the line is com- 
plete. The shoes are not only well styled but the line includes all the fea- 
tures demanded by large distributors. 


ial 


4 More than that, the good solid leather quality and su- 
3 perior value of Poll Parrots is a foundation on which to 
build. All styles carried in stock for quick shipment. 


Poll-F Parrot Pol -Parrot 


hoes 


For qhoes. ROBE RTS. JOHN s ON § RAND For ynoes. 


i Geaneke of_international Sho 


2 ST. LOUIS, MO. 




















When writing advertisers please mention Boot and Shoe Recorder 


380 ” Boot AND SHOE RSCORDER - 
combining THE SHOE RETAILER, Oct. 15, 1982 


—Sashion Plate 


SHOES OF RUBY KID 





Year after year RUBY KID has continued its 
quality maintenance service in the factory of 
Johnson, Stephens & Shinkle Shoe Co. 


The New Palais 


Modes of the day, modeled to the manners of the 
smartest women fashion knows. 


THE BORDEAUX —A 
most attractive model 
of Evans RUBY KID 
with tip and quarter 
collar strap of gun 
metal silk kid with 
stitching of gray 


THE PALAIS—Fash- 
ioned of Evans RUBY 
KID quarter collar of 
genuine black and 
white Ring Lizard. The 
slashed piping is of 
champagne kid 


The Bordeaux 
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JOHNSON, 
«& SHINKLE 


—a record signifi- 
cant to everyone 
who knows the 


strict standards of 


this notably | pro- 


gressive member of 
the St. Louis shoe 
making community. 


JOHN R.EVANS & CO. 


STEPHENS 
SHOE CO. 


It is a distinct pleas- 
ure thus to cite a so 
often quoted ex- 
ample of successful 
shoe making and 
merchandising 
—which has steadily 
adhered to RUBY 
KID as a definite 
assurance of un- 


changed quality. 


Camden,N. J. sitions Bae 
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Shoe copy is becoming especially 
interesting since some advertisers have dared to break 
away from the hackneyed form of appeal and layout. 

The human interest treatment of the sophisticated 
humor style is having its fling as is the screen star tes- 
timonial type. 

For the moment it offers surcease from the trite, 
straight and in many cases uninteresting ads, featuring 
a shoe—price and description. The adoption of this 
new kind of copy and appeal is being done by stores 
who study advertising carefully and usually resort to 
tests before launching a campaign. Here are some 
copy examples: 

“Ouch! What disagreeable things are bunions! 
No one wants to mention them and certainly no one 
wants a disfiguring bunion to be seen! And so, we 
think you’ll be interested in learning about the mar- 
velous Coward Bunion Shoe. It has a deep, soft 
pocket which pampers your bunion and lets you for- 
get it for the long, long hours of your active days.” 

The taste for things Paris is elegantly used in this 
ad. “If you could afford to go to Paris for your 








° . 
All will be forgiven! 

‘The Tinsel Era is gone! To every woman who feels that she 
is through with tinsel, we'd like to send a personal telegram 
announcing the grand and glorious news about the mew 
1. Miller prices. To every woman who wishes again to experi- 
ence the luxury of 1. Miller Beautiful Shoes, we'd like to 
broadcast the thrilling mews that today, for the firet time ina 
decade, they are priced as low as 10.50. Come in and see the 
exquisite new models the whole town's talking about. And 
honestly, it will do your heart good to see the old-time crowds 
beck at I. Miller again! Surely happy days are here again! 


FOR THE FIRST TIME IN A DECADE 








310" 
I. MILLER 
Shoes 


- STREET, cor. Bond 
hngemme Models are noi roid in our Custom Shoe Salon ot 562 Fifth some 





Modern copy treatment directed to 
attract those who appreciate the new 
and different. 


What the Best Ads Are Saying 


Fresh Copy Approach Gives New Appeal to Shoe Advertising 
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clothes—as very wealthy women do—you would most 
likely stop in at Julienne’s for your shoes. The 
smartest shoe salon in Europe. And you'd pay as 
much as $40 for one pair! But if you do buy your 
shoes here—as most of us do—why not get Parisian 
charm and chick and originality? You can now buy 
shoes at Wise’s that Julienne designs and sponsors 
for you.” 

With a modern cartoon treatment of illustration this 








OUCH! 
What disagreeable 
things 
bunions are! 


No one wants to mention them and certainly no 
one wants a disfiguring bunion to be seen! 


And so, we think you'll be interested in learn- 
ing about the marvelous Coward Bunion Shoe. 
It has o@ deep, soft pocket which pampers 
your bunion and lets you forget it for the long 
hours of your active days. Moreover, this Coward 
Bunion Shoe is so constructed that it actual 
conceals the bunion and makes your foot loo! 
smart and trim. 


If you once try one of the Coward shoes which 
is especially designed to soothe your bunion— 
you will never want to wear any other kind. 


The Coward Bunion Shoe 
with the soft seamless 
“ which fits oround 





Coward 
Shoes for Men, Women and Children 
37 West 47th Street, New York 
Empire State Bidg., 20 W. 34th St, N. ¥. 
270 Greenwich Street, New York 
30 West Street, Neor Tremont, Boston 
ae Visit your Decter or 











For those who suffer with bunions this ad 

must have been a welcome message. Its ap- 

peal, however, was narrow in scope with only 
a selected group to draw from. 


message says: “Come back. Come back! All will 
be forgiven! The tinsel era is gone. To every 
woman who feels that she is through with tinsel, we'd 
like to send a personal telegram announcing the grand 
and glorious news about the new I. Miller prices.” 
This headline was effective in focusing attention on” 
opera pumps. “Opera Stars in the Youager Set 
[TURN TO PAGE 42, PLEASE] 
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Combination 


FOR THE MERCHANT ....... is 
a nationally advertised line, the leading 
styles of which are made of the World’s 
Finest Black Calf—JETTA. 


”? 













Such a line is “Bob Smart,” in the pop- 


ular price field, and several of its best 
numbers are made of JETTA CALF. 


VALUES must back up national adver- 
tising. The public’s favor is valuable; 
also fickle. It swarms to the honey of 
value! And in footwear this means dura- 
bility; also eye-appeal. JETTA CALF 


meets these requirements. 


Vhe Worlas finest 
black Calf 


JETTA CALF is an unusual tannage of 


fine, selected skins. 






Its fine grain with tight break shows its 
rich texture when the thumb crinkles the 
vamp. 


Its sheen and depth of tone give to the 






Stock No. 0965—Made of JETTA CALF, custom type, shoe a very fine dressy appearance, which 

built on medium pointed English last, right and left quarter makes. selling more rapid at the fitting 

patterns, nailless heel seat, “bandage instep support,” steel t l. 

arch support, leather heel. Stoo 

AA-8/11, A-8/11, B-7/11, C-6/11, D-5/11. Stock No. . 

0966—same as above, made of Luxor Calf, Color 88. P J ETTA CALF and customer satisfac- 
Stock Catalog sent on request. tion make a business winning combina- 

BOB SMART SHOE CO. Milwaukee, Wis. tion. 





Samples sent on request. 


ee LEATHER CO. gipan-ono 
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To SUBSCRIBER 
OUR MUTUAL FRIENDS 


SUBSCRIBERS AND ADVERTISERS 
OF 


BOOT AND SHOE RECORDER 


S subscribers to and advertisers in Boot and Shoe Recorder your in- | 


terests are mutual—the prosperity of one group is dependent upon 


the success of the other and in turn we, as publishers, can earn a profit 


Spies 


only in proportion to our service to you both. 

¢ ¢ | P 
Through these troublous, dispiriting months that are now behind us 
| § , aIspiriting , 
| you—our merchant subscribers—have shown in most tangible form an 


| appreciation of our editorial efforts to aid you in the more successful 





conduct of business—have paid your subscriptions as they have become 


| 
| 
| due and, as a result, kept high the volume of paid circulation—15,718 as 
| of the audit of June, 1932. 


+ > 


And hat in hand we salute you—advertisers in our pages—manufacturers, 
tanners, producers of goods and services for sale and use in shoe stores 


| and departments. 
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When other firms in similar lines of activity allowed fear to control their 
thoughts and warp their judgment, you held to your belief in the inherent 
soundness and recuperative power of America and American shoe business 
and expressed this confidence week by week in the pages of Boot and Shoe 


Recorder for all the trade to see. 


And it is because of such appreciation and courage on the part of subscribers 
and advertisers alike that makes possible Boot and Shoe Recorder usefulness 
to the industry as a whole and has allowed us to continue the standard of 


editorial quality we have mapped out for ourselves. 


As you are well aware, it is our advertising income which pays the major 
cost of editorial content and presentation which, in its turn, creates and 


maintains so large and loyal a paid circulation following. 


As members of this triangle of mutual interests we ask the intelligent con- 
sideration of subscribers in the merchandise offered by advertisers, whether 


in these pages or by their salesmen on the road. 


+ + 


The consistent use of the Boot and Shoe Recorder by these advertisers 


makes possible the maintenance of its editorial usefulness. 
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Inviting interior of new shoe department in the well known women’s apparel establishment of the E. T. Slattery Co. in Boston, where 
Mr. Slattery is manager. 


Salesman’'s Judgment Vital in Fitting 


Professional Attitude Should Be Cultivated in Con- 
tacts with Customers, John W. Latham Maintains 


‘Taking another major step in the 
program of expansion which has marked the recent 
merchandising policy of the E. T. Slattery Co. of 
Boston, women’s shoes have been added and the de- 
partment installed in the company’s new store on 
Tremont Street. 

In planning this department, John W. Latham, its 
manager, was confronted with what looked like a 
major difficulty. He wanted the salon type of store 
because of its appeal to the trade which he serves. 
He wanted, also, a stock so located that it would be 
readily accessible to the salesmen. 

Normally, such a problem would be solved by build- 
ing the stock department in the rear of the selling 
floor. In this case, however, the elevators, constitut- 
ing the main entrance to the store, were in the rear, 
leaving only the front of the big room, with its view 
over Boston Common, for use as a stock room. What 
looked like a liability has been turned into an asset. 

The partition shown in the photograph tones in so 
well with the walls that it has none of the appearance 


of a make-shift. Furthermore, the erection of the par- 
tition has created a clean, well-lighted, well-ventilated 
room in which 4600 pairs of shoes are kept on shelves, 
none of which are more than twenty feet from the 
selling floor. In the stock room, also, has been placed 
the cashier’s desk and wrapping counter, two depart- 
ments which seldom look well in the open in this type 
of store. 

Mr. Latham, for many years an executive of Laird, 
Schober & Co., whose shoes are featured, has started 
out to educate his customers to trust the judgment of 
his salesmen insofar as fit is concerned. His salesmen, 
none of whom have had less than a dozen years’ ex- 
perience in retailing footwear, have been instructed 
never to mention size unless the subject is thrust on 
them by the customer. ; 

“We want,” says Mr. Latham, “to build a list of 
customers who will come in and ask to be fitted, rather 
than have them come in and ask for what they think 
is their size. We want our customers to look on our 

[TURN TO PAGE 46, PLEASE] 
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IS YOUR WORKSHOE | 
DEPARTMENT A PROBLEM... 
Or a Source of Pride and Profit? 














OLORADO dealer writes: “We 

carry none but Wolverines and 
take great pride in selling them. The 
customers come back but the shoes do 
not.” Arizona dealer says: “Wolverine 
line is greatest asset we have in our 
store.” New York dealer: “We take 
pride in the line that not only sells, 
but satisfies.” From Minnesota store: 
“Easiest selling workshoe we have 
handled in our 38 years 
of business.” Oklahoma 
dealer reports: 
“They are the 








































Nationally 
advertised in 
Country Gentleman 
Country Home 
Capper’s Farmer 
Successful Farming 





INE 


WORK SHOE GLOVES 


There are no other workshoes in the world 
like Wolverines. They are the only shoes 
made with both soles and uppers of shell 
horsehide. Dry soft after soaking. Scuff 
proof uppers, as soft as buckskin, seams 
sewed with 4-ply thread drawn into the grain 
to prevent ripping. Soles like spring cush- 
ions. Ankle lengths to knee high—a style 
for every workshoe job. Nationally adver- 
tised to the millions of workshoe wearers 
with the most powerful and impressive cam- 
paign in the workshoe field. 

















A few months ago a research was conducted among several thousand Wol- 
verine dealers by an outside organization, seeking to obtain added infor- 
mation concerning the distribution and sale of workshoes. 
questions asked was as follows: “Is the Wolverine line one you take pride 
in selling and recommending to your trade?” The answers given below are 
typical of the many hundreds that were received. 














One of the 


greatest trade builders in our stock, 
nothing excepted.” Florida dealer 
says: “We have had more repeat sales 
from customers asking for Wolverines 
by name than any other shoe we ever 
handled.” Missouri dealer: “We find 
both pleasure and profit in Wolverines, 
their outstanding features make our 
customers our friends.” Iowa dealer 
says: “We think so much of Wolverine 
values that we have discontinued all 
other workshoe lines.” Illinois dealer 
says: “Our workshoe department is 
profitable mainly because of Wolver- 
ines. No trouble to sell them, no 
trouble after they are sold and more 
people asking for them every day.” 


If your workshoe department is not showing the 
profit you feel it should—if it is not as efficient 


and smooth running as you 
would like to have it—we invite 
your inquiry. We have 
a very interesting story 
to tell you. 









o” WOLVERINE 

of SHOE & TANNING 
of CORPORATION, 
of Rockford, Michigan 


¢ Without obligation, 
¢ please forward full in- 
formation about Wol- 


verine Shell Horsehide 
Workshoes and sales prop- 
osition for dealers. 






















When writing advertisers please mention Boot and Shoe Recorder 












AND SHOE RECORD: 
womioie g THE SHOE Reransn, Oct. 15, 1932 


The PROBLEM 


Thousands of Women Say: 


My feet feel 
good when I'm 


sitting... but 


when I stand 


they nearly 
Kill me!” 
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The ANSW 


Many Dealers Are Giving 


Mosr WOMEN know that wearing sandals 







and high-heeled shoes weakens the muscles under the arch and causes their 






feet to lengthen when they stand. With some women this condition is not 






severe, yet they are conscious of a need for relief. 










That’s why, for walking or street wear, so many women are not satisfied 


with shoes built to standard measurements. They want a shoe that grips the 






foot through the waist, holds it back when their weight is put on it, keeps it 






from pressing into the toe. Yet they don’t want just a “comfort” shoe. They 






want a shoe that gives them style as well as support, chic as well as comfort. 






Heretofore, to get such shoes, they have had to pay a high price. But not 


any more. Not since we built the new Special Measurements line to retail at 






only six dollars a pair. 






Yes, this story may be reverting to first principles in shoe selling. But it’s 





a selling story that women respect and believe. You will find this story sur- 






prisingly effective today when used with Special Measurements Shoes. And 






the unusual quality that’s packed into these shoes at $6.00 will bring your 






customers back again and again. 






Special Measurements are carried in stock in nineteen up-to-the-minute 





Goodyear welt styles, in widths from AAA to EEE, in all sizes from 






344 to 10. Mail the coupon for full facts about the features of Special 






Measurements now. 














£02. 
retail 
for 









e* 
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Spring Style Report Will Be 


Formulated 
at Meeting 


v lans for the meetings 
of the N.S.R.A. Style Committees at the Hotel Astor, 
New York, Oct. 31 and Nov. 1, are being rapidly 
developed. An announcement of the complete pro- 
gram for both days is expected shortly. 

The arrangements for the meetings of the several 
Style Committees will be the same as in past seasons. 
All the committees will assemble on Oct. 31. To these 
meetings a general invitation is extended to all re- 
tailers and to manufacturers, wholesalers and tanners 
who are interested in the work and whose presence in 
increasing numbers has been noted during recent 
conferences. 

President A. H. Geuting of the N.S.R.A. is taking 
an active part in organizing the meetings, and in this 
connection has issued the following statement: 

“Of interest to every shoe retailer is the fact that 
when the N.S.R.A. was organized some years ago one 
of the first practical educational movements it inaugu- 
rated was that of holding a semi-annual style confer- 
ence for the purpose of placing into the hands of the 
shoe retailers of the United States an authoritative 
seasonal style guide, or program, as to lasts, patterns, 
colors and materials, prepared and recommended by 
brother retailers competent to do the work. 

“Many customs that formerly characterized the 
styling of sample lines have been discarded largely 
through the organization of the N.S.R.A. style con- 
ference meetings. Important features of styleful 
footwear have been developed, and seasonal style 
trend stabilized by the study of fashion trend by these 
committees, thus clarifying style development for each 
succeeding season. This work has been of incalculable 
value to the industry as a whole, and particularly to 
the shoe retailers of the United States. 

“As the work of the Styles Conference grew it 
attracted more and more interest and support from 
all branches. .Coincident with this the iridustry began 
to receive more recognition from the fashion maga- 
zines, from newspapers and other mediums of pub- 
licity, which publicized footwear as a styleful com- 
modity, as a distinct necessity in the ensemble of 
dress, that ‘helped to make men and women more 
‘shoe’ and ‘style’ conscious, all of which brought foot- 





President Geuting of N.S.R.A. Emphasizes 
Value of Style Work and Extends Invi- 
tation to All Retailers to Attend Session 
at Hotel Astor, New York, October 31. 


wear forward as a very conspicuous article of dress 
and as a result the work of the conference committee 
became one of the most outstanding features of asso- 
ciation work and as such attracted the industry more 
and more to an acceptance of the committee’s style 
findings. 

“Our conference meetings this Fall will take place 
Oct. 31 and Nov. 1, at the Hotel Astor, New York, 
and from those meetings will come an authoritative 
style report, based upon the close contact that we, as 
retailers, have with consumers in every part of the 
country, supplemented by the best and latest informa- 
tion on style development both abroad and at home, 
so that the report may be of the greatest value as a 
guide to correct style for the coming Spring and 
Summer seasons. 


dd ; 
[, the preparation of this report 
it is highly important, therefore, to have as many shoe 
retailers as possible attend these meetings. All retailers 
are welcome. 

“It is our intention to have the meetings this Fall 
more interesting than ever. Our committees, with the 
assistance of others interested in the work, will bring 
forth all that is new in the style trend in footwear 
for 1933, information that will be invaluable to every 
retailer when buying Spring merchandise, and that will 
help him avoid costly mistakes. One of the principal 
features will be not alone to advise what might sell, 
but what we, as retailers know will sell, thus greatly 
strengthening a retailer’s merchandising plans for the 
new season. 

“The N.S.R.A. extends an invitation to all retailers 
to support their National organization in continuing 
this great work and when buying to be guided by the 
style recommendations of our committees as to lasts, 
heels, colors, materials and patterns. 

“In conclusion, may I repeat, that it is our very 
earnest wish that greater numbers of retailers than 
ever before avail themselves of the meetings of our 
committees and by their presence, as well as their 
participation, contribute in the preparation of the best 
style program the conference has ever given the 
industry.” 
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Keeping Up the Good Work! 


ENNA JETTICK Announces New Spring Styles, 
Improved Quality, Bigger Mark-up for Dealers! 






































Enna Jettick salesmen are now in their respective territories 
with their new line of Spring Shoes. They are justly proud of 
the way Enna Jettick is keeping up the good work. 


First: By offering the widest choice of styles it has ever made. 


Second: By constanty improving quality so that, model for model, the 
line represents unparalleled value. 


Third ; By offering lower prices to dealers, giving them an opportunity 
for bigger mark-up at the regular prices of 


Told Tht You Have $4.40 and $5.00 


An Expensive Foot” 











These new prices to dealers, effective October 15th, apply not 
only to orders for Spring, but also to immediate shipments of 
stock shoes. 


F ourth: By continuing an outstanding, aggressive, dominating advertis- 
‘ing and merchandising policy that makes women the country- 
over Enna Jettick conscious. 


F ifth: By continuing a million pair in-stock service that fills 99. per 
cent of all orders the same day they are received. 


: Yes, indeed, Enna Jettick is keeping up the good work, the policy that makes 
; ENNA JETTICKS “‘the most salable shoes in America.” 


The Enna Jettick franchise may be open in your community. Write or wire. 





ENNA JETTICK SHOES, Inc. 
AUBURN, N.Y. 









Enna Jettick Melodies every Sunday Evening over WJZ and Associated N.B.C. Stations, 9 P. M., E.S.T. 
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Fifth Avenue Glorifies ‘Quality 


[CONTINUED FROM PAGE 15] 


individual shoe, well worth the money 
to the woman whose evenings are im- 
portant, formal occasions. 

At the other extreme, take the 
woman or the girl who can only spend 
a few dollars for her shoes. What will 
she consider quality? Styles as snappy, 
styles as new, styles as good as are 
shown anywhere. And why not? 
Fashion and good taste are every- 
body’s property these days. Exclusive- 
ness in shoes is no longer simply a 
matter of design. It’s a subtle combi- 
nation of color, pattern and material 
considered in relation to the individual 
customer. Everything that can be 
made and sold in quantity, today, can, 
and will, belong to the many. Whether 
a merchant is running a cafeteria or a 
shoe store, it is no easy matter to keep 
up with the quality demands of the 
millions. 

And in the middle price ranges. 
What about that? Here, we think, the 
most important development of all is 
taking place. Mrs. Average Cus- 
tomer’s buying habits have gone 
through a significant change during 
this depression period. She is watch- 
ing her budget more carefully than she 
has in many years. When the novelty 
of buying bargains has worn off, she is 
going to make some radical adjustments 
in her budget. She is going to spend 
more for some things and less for 
others. 

Sad experience has taught her that 
shoddy merchandise doesn’t pay .. . 
in the long run. Shoddy shoes don’t 
stand up ... even on a short stroll! 
(That should make a good line for an 
advertisement). 

But, on the other hand, she has also 
found out that, in many instances, she 
has been over-spending for some of the 
things she bought. Sometimes, inex- 
pensive merchandise will serve the pur- 
pose just as well as more costly things. 
Her standards of quality, then, will be 
based more and more upon suitability 
to a given use and circumstance. 

We believe that she is going to be 
willing to pay more for everyday shoes. 
Shoes to wear with her street clothes, 
the major investment of her wardrobe. 
Shoes that must give good service. 

We believe she will want to pay less 
for the occasional shoes in her ward- 
‘robe. For fashion extremes that will 
soon be outmoded. For shoes to go 
with costumes of limited use. For even- 
ing shoes that get stepped on and are 
worn a comparatively few times. For 
intimate footwear and light Summer 
novelties. 

Here is a case in point, told us by the 
shoe buyer of an uptown specialty 
shop. A girl came in with her mother 
to be outfitted for school. Bought 
several pairs of shoes. Wanted a pair 
of burgundy suede. Mother wouldn’t 
pay the price. Said they were extrav- 
agant. She would wear them so sel- 





dom. The girl (so she told the buyer 
the next time she came in) took three 
dollars and fifty cents of her allow- 
ance and bought her heart’s desire on 
Broadway. 

The younger she is, the more this 
average customer of ours is going to 
want variety, novelty in her wardrobe 
and the less she is going to be able to 
pay for it. 

What is a store faced by such a 
situation to do? One alternative, of 
course, is to stick to its last. Sell the 
shoes it knows best. Perhaps there are 
enough customers in its clientele to 
pay a consistent good price for every 
pair of shoes they buy. Let the others 
go elsewhere. The other alternative 
is to go after a slice of this business in 
less expensive footwear. Get more 
traffic into the store. Sell shoes for all 
occasions, not just one type of shoe. 
Open a Budget Shop, a debutante Shop, 
or what you will. And sell in that 
department the footwear that can in 
all honesty be made and sold less ex- 
pensively. Shoes in novelty fabrics 
and colors. Shoes that don’t need to 
stand up under extreme wear. Shoes 
for young people with limited allow- 
ances and unlimited needs for lots of 
clothes! Shoes that every woman 
wants, but wants to buy at lower prices. 

If you think of quality as being the 
best selection for certain use, then 
such shoes will fit into your quality 
program without compromise to your 
business ideals. 

To give quality service, we say, is 
to offer your customers the merchan- 
dise best suited to their needs, shoes 
that will give them the greatest satis- 
faction for their money. 


Pittsburgh Merchants Cooperate 
[CONTINUED FROM PAGE 17] 


A similar campaign could be intro- 
duced in practically any city, provided 
the shoe merchants of the community 
can get together enough advertising 
support to justify the newspaper in 
contributing their share of the edi- 
torial material which is so essential in 
developing the idea. . 

Like shoe merchants, newspapers are 
in business to make money and must 
have sufficient advertising support 
among the shoe men to convince them 
it will be worth their while to adopt a 
similar plan to that of the Pittsburgh 
Post-Gazette. This should not be dif- 
ficult if the leaders, preferably the best 
advertisers, lay the plan before the 
most acceptable paper. 

The promotional plan is a commend- 
able one and no doubt has proven re- 
sultful, as it is repeated twice each 
year, and supported with large adver- 
tising space by the retail shoe men of 
Pittsburgh. 
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What the Best Ads Are Saying 


[CONTINUED FROM PAGE 32] 


Shop. Graceful, harmonious, famous 
. . . but not temperamental a bit! And, 
stars though they be, they have their 
price . . . it’s only $6.00. The Younger 
Set opera last is ‘simply adored’ by 
thousands; they tell us so . . . and they 
keep coming back for more. It fits and 
it flatters; it makes your foot look at 
least a half size smaller; and the fine 
leathers, the graceful Younger Set arch, 
the careful stitching (all the way 
through!) keep their good looks months 
longer than the usual ‘under $10 shoe,’ ” 
says Saks, 34th Street. 

Best & Co., in featuring children’s 
shoes, exclaim as follows: 

“No reason why your children should 
be painfully conscious of being 
‘dressed up.’ Let them wear the same 
last they’re accustomed to. Forty per 
cent of all the children we fit to shoes 
wear our ‘Bestflex’ last and most 
mothers are delighted to find that we 
carry the same last in white buckskin. 
Its feature, as you probably know, is 
its great flexibility, which makes it 
wonderfully comfortable, wonderfully 
durable.” 

A. S. Beck, using large space, scat- 
ters pictures of movie stars everywhere 
and uses this headine: “The smartest 
shoes in America bought by famous 
film stars copied by A. S. Beck.” 

If you are featuring suede this sug- 
gestion may be of assistance. ‘Suede 
shoes go with all colors and fabrics. 
One pair of suede shoes is a whole shoe 
wardrobe in itself. For no matter 
what your costume or color, you can 
count on your suede shoes to be correct 
and smart things to wear.” 


Sell Quality Through Windows 
[CONTINUED FROM PAGE 28] 


We are coming into the time of year 
when it is easiest to sell merchandise 
without unduly stressing price, and this 
holds good even in a year of subnor- 


mal business. The holidays, Thanks- 
giving, Christmas and New Year are 
just ahead of us. The holiday season 
is notably a time when purse strings 
are loosened, when people respond to 
the instincts of generosity. A series 
of window displays, backed up by ef- 
fective newspaper and direct mail ad- 
vertising, featuring shoes, hosiery and 
accessories from the standpoint of 
quality, will be both logical and timely. 
The quality window must be handled 
with discrimination and good judg- 
ment, having in view the conditions of 
the times and the fact that customers 
in such a period are wary and sus- 
picious. Any impression that the store 
is trying to push prices up should be 
carefully avoided. Prices may be 
quoted—in many cases it is desirable 
to do so. The important thing, how- 
ever, is sell the customer on the real 
worth, value and quality of the goods 
as a first step in the re-education of a 
price conscious public to an appreci- 
ation of the advantages of quality. 
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3 Tow, more than ever before, it pays to give particular attention to 
N those refinements of shoemaking which help so much to build 
consumer loyalty and good will. Lambskin Lining is one of these. 
It has all the leather characteristics which make it ideal as a shoe 
lining—its soft texture is so, pleasing and easy on the foot. Here is one 
of those mighty trifles which help you to please your customers by pro- 
viding something which adds to the beauty, the comfort and the life 
of the shoes you sell them. Lambskin is the lining to which your cus- 
tomers are entitled. And it is the lining which your manufacturers 
will approve, because of its real economy at present prices. Lambskin 
Tanners Association, Inc., P.O. Address, 73 Lowell St., Peabody, Mass. 








PEEPS THE FOOT COOL AND COMFORTABLE 




















ambskin /-. - 





Lambskin as a quarter lining 
gives the shoe a smoother, 
snugger fit at the heel line. 














ha a po lining it it is easy and 
pleasant on the foot. It actu- 
ally saves wear on hosiery. 













And as a heel pad in either 
men’s or women’s shoes it 
makes a softer tread, 
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but I won't let any 


manufacturer 


meddle in my 


f 


business: 


N a’middle western city of 
20,000 population, Frank 
Galloway, of Galloway’s Shoe 
Store (of course the name is 
fictitious), is a very definite 
personality. He was born 
there, graduated from the local high 
school, and even during high school 
days, was at work on Saturdays in a local shoe store. 

Galloway early showed signs of a very purposeful in- 
dividuality. In school he’d rather fail or accept a poor 
grade than accept help from another student. When 
he went into business, it was with his own money, 
saved" at-Gonsiderable sacrifice, from earnings over a 
ten year period of working for others. Though he 
is generous with his time in civic affairs, he does his 
work without blare of trumpets, refusing religiously 
to capitalize what he considers an obligation which 
is its own reward. 

Here is a man who very determinedly stands on his 
own feet. He knows the shoe business and knows he 
knows it. From a rather humble start, he had built it 
to the outstanding shoe store in his city. However, 
he had been paying a rather heavy physical and 
mental toll the past few years. This job of being all 
things to so sizeable a business was proving almost 
too much for a man of even such energy and deter- 
mination. 

One evening toward closing time a certain manu- 
facturer’s salesman presented himself. Galloway had 
that day entertained more than the usual quota of 

(Adv.) , 


salesmen, and was in no mood to listen to another. 
But this salesman was made of different stuff. “I 
have no intention of talking shoes to you, Mr. Gallo- 
way,” he said. “But I do want to talk to you about 
making your work:a little easier, about building this 
fine business of yours to still greater volume and 
profits. Let’s meet here after dinner and discuss the 
matter.” 

There was about this salesman a confidence and 
sincerity that won Galloway’s attention, and so the 
meeting was arranged. Galloway, as was his habit, 
listened attentively to the salesman’s story—an out- 
line of the Brown Plan. He showed a keen interest 
in the stock control system, the buying procedure, the 
accounting methods, the window display and adver- 
tising service, and the many other features of the 
Plan. He was particularly impressed with the oper- 
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ating figures of Brown Plan stores, some of. which’ 
show astounding returns on the investment. But his 
native independence temporarily over-ruled his better 
judgment. “Sounds good,” he said, “but I won’t let 
any manufacturer meddle in my business.” 

Somewhat taken back by such an apparently un- 
reasonable attitude, coming from a man of such in- 
telligence, the Brown Shoe salesman was at a loss 
for words. Then the truth of the matter dawned on 
him. 

“We are not looking down the same alley, Mr. Gal- 
loway,” he began. “You think what I’ve outlined 
would be fine, but involves a sacrifice of your personal 
independence—a sacrifice you don’t care to make. As 
I look at it, it’s just a question of your buying ability 
—has absolutely nothing to do with your independ- 
ence. I’m offering you not only shoes, but something 


more. I’m offering to relieve 
you of some of your manage- 
ment burdens. I’m offering you 
the services of a group of spe- 
cialists who have the time and 
the opportunity to study and 
test operating and selling plans. 
There are some things in this 
business that you can do better 
than anyone else. Under the 
Brown Plan you devote your 
time to those. The fact-finding 
and planning end of manage- 
ment, under the Brown Plan, is 
in the hands of specialists— 
high grade men who, prac-. 
tically, are in your employ, 
though you do not pay them. 

“Now, a smart buyer gets all 
that’s coming: to him, doesn’t 
he? And I maintain that the 
manufacturer whose shoes you 
market for him, should work 
with you. He’s mutually inter- 
ested with you. That’s, basic- 
ally, the Brown Plan idea. It 
isn’t meddling or running your 
business for you. It is support- 
ing you with the character of 
co-operation you are rightfully 
entitled to.” 

Eventually an agreement was reached, and today 
Galloway’s Brownbilt Shoe Store stands high among 
the Brown Plan successes. Galloway is a happier 
man—he has more time that he can call his own— 
and he has found that instead of a meddlesome inter- 
ference with his own.ideas, he is getting a steady 
stream of practical assistance. 


Should the Brown Shoe salesman approach you on the 
subject of the Brown Concentration Plan, he has made a 
preliminary study which caused him to feel that the Plan 
would fit your needs and prove profitable to you. Therefore, 
you can well listen to him with an open mind. Whether 
or not you get together, we feel confident that you will find 
your discussions interesting and refreshing. 


TWrowwn Saoe Gorwgeny 


ST. LOUIS 


Manufacturers of a complete line of footwear for every purpose including 
Buster Brown Tread Straight Shoes for boys and girls and BROWNbilt 
Tread Straight Shoes for men and women. 


(Adv.) 
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The Practical Period Returns 


[CONTINUED FROM PAGE 21] 


as a result we are in fact holding a fire 
sale before the first has occurred. 

A concomitant of price and volume 
merchandising has been abnormal style 
acceleration and a school of advertising 
and selling which has occupied itself 
with reaching into the blue empyrean 
for superlatives disassociated largely 
from facts. We have glorified the 
legendary figures of France and of 
other countries in exploiting everything 
from $2.48 shoes and $6.50 dresses to 
$250 coats. The button on the left 
shoulder, the pleats down the hip, the 
question mark collars, etc., have been 
called upon to gild the merchandise. 
Fads and fancies have been hailed in 
the holy name of style. Fashions are 
rushed in and out like troupers in a 
whirling dervish dance. But I believe 
I am correct in stating that all this 
sound and fury over accelerated style 
as a stimulant to business has proven a 
sterile undertaking. The life of a 
woman’s winter coat, as it was ten or 
fifteen years ago, is still about two 
years—or more. It is doubtful whether 
women have bought any more shoes, 
or suits, or hats, and if so they have 
‘been a poorer quality at lower prices, 
bringing down the average unit sale. 
It has increased the sale of cheap 
dresses and such things as novelty 
jewelry, etc., thus bringing up the unit 
sale. Unfortunately, since we are still 
on a gold basis we cannot pay our over- 
head in units, we must use dollars. 

We have about exhausted all the 
carefully selected ammunition of the 
price era, and it has proven to consist 
largely of blank shells. As we swing 
into a new era, which will probably go 
down in history as the beginning of the 
“practical period” in this country, we 
must all find new ammunition. We 
must sell quality, not as a catchword, 
or as a substitute for price appeal, but 
as a synonym for integrity in values, 
reflected in service; in suitability; in 
wear, and in appearance, while it is 
being used or worn. In this connection, 
it should be borne in mind that the 
greatest reduction in costs has occurred 
in raw and manufactured products of 
the best quality. Prices have fallen in 
this more restricted field in far greater 
ratio than in commodities of mediocre 
character. There never was a more ap- 
propriate time to win back the con- 
sumer’s confidence and to educate the 
public to the esthetic and economic sat- 
isfaction of fine quality merchandise, 
than there is today, and the consumer 
is ready for this experience. 

I have never been able to see why 
advertising should attempt a different 
emotional or rational appeal than do 
the editorial pages. Customers don’t 
have to be hypnotized with bedtime 
stories to buy merchandise. Pride of 
appearance, of social caste, all of the 





finer instincts of life are bound up in 
our purchases. People are interested 
in the general aspects of style, but they 
are much more interested and want to 
be told honestly by a source they trust 
what service the merchandise will give, 
and wear and service are not things 
you can breathe into an article as a 
magician snatches a rabbit from his 
hat. It comes from the quality of the 
basic ingredients in the raw materials 
and the workmanship which has gone 
into its composition. 

There should be a close, mutual rela- 
tion between the manufacturer, the re- 
tail merchandiser and the retail pro- 
motion departments, and through the 
latter with the retail sales-force—the 
arteries through which the life-blood of 
any successful enterprise must flow. 
The facts about good merchandise, the 
romance of esthetic and mechanical 
achievements that lie behind the gar- 
nering of raw materials from every 
part of the world to fuse them into 
some of the every day articles we use 
and wear, provide a rich, almost in- 
exhaustible story to be told the con- 
sumer, one which makes the ideal 
double appeal—to the sense of romance 
and the common sense of values. There 
is a basic logical ecgnomic reason for 
the price of every article that is sold. 
Once the standard of that article is de- 
termined on as being fitted to the re- 
quirements of a store, then find out why 
it sells at a certain price, as against 
the lower price of a similar article, 
and tell that fact to the customer. Ten 
to one, matching the cheaper against 
= better, it is the latter which will 
sell, 


Salesman’s Judgment Vital 
[CONTINUED FROM PAGE 36] 


salesmen much as they do on their den- 
tist. If a.woman has a tootache, she 
doesn’t tell the dentist what to do and 
how to treat her. She tells him to go 
ahead and do whatever is necessary.” 
Inventory records in this new Slattery 
department are so kept and the system 
governing them so geared up that, if 
necessary, the exact condition of stock 
on hand can be had from hour to hour 
during the business day. The practical 
advantage of this quick transfer of 
data from sales slip to stock room record 
and from stock room record to the man- 
ager’s office is that it enables the man- 
agement to detect almost instantly the 
beginning of a run on any one style or 
color. When such a run develops, the 
stock room immediately notifies Mr. 
Latham, sizes are taken off at the end 
of the selling day and size in orders 
made up and sent to the factory. ° 
There is no such thing as a regular 
day of the week for taking account of 
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stock, and for placing fill-in orders. It 
is done when it becomes necessary to 
build up any division of the stock. It 
may be daily, semi-weekly, weekly. In 
the case of some styles it may be never. 
Re-orders are governed by sales — not 
dictated by the calendar. 

The salesmen themselves keep the 
records on which their remuneration is 
based. These: are small cards, about 
three inches by six. On one side of the 
card the salesman enters each sale, 
recording style number, size and retail 
price. On the reverse side he enters. 
merchandise returned for credit or re- 
fund, also including style, size and price. 
The sum of credits arid refunds, de- 
ducted from total daily sales, gives the 
net sales of the salesman and it is on 
this net total that remuneration is made. 

“And there’s just one thing more,” 
said Mr. Latham, in discussing his new 
department. 

“This shop has, as you see, been furn- 
ished to appeal to women, but we are 
not 100 per cent perfect, so we encourage 
our customers to suggest alterations in 
the arrangement of the furniture. Ifa 
customer thinks the red chair would 
look better beside the walnut table, we 
move it for her. If she doesn’t like the 
idea of two divans back to back, we 
alter the arrangement to suit her taste.” 


Holmes Succeeds Torrey 


Brockton—J. Albert Holmes, for 
many years general. sales manager of 
the Regal Shoe Co., Whitman, recently 
succeeded Burton J. Torrey as director 
and general store sales manager of the 
W. L. Douglas Co, Brockton, assuming 
his new duties this week 

Mr Torrey’s retirement marks the 
end of 35 years of service with the 
Douglas organization, and his resigna- 
tion, due solely to ill health, was re- 
ceived with regret by directors of the 
company, with whom he has so long 
been associated. 

Mr Holmes’ departure from the Regal 
company, where he leaves a record for 
sales and merchandising promotion 
plans not likely to be equalled for some 
time, was marked by a banquet given 
him as a partial tribute by President 
E J. Bliss and his former company di- 
rectors at the Algonquin Club, Boston, 
last week. 


Leather Exports Up 


WASHINGTON, D. C.— American 
leather exports in August climbed to 
the highest valuation in three months, 
the Commerce Department’s leather di- 
vision has reported. 

Favorable indications of further im- 
provement in foreign sales of leather 
from the United States were reported 
to the Department, which said also that 
exporters have been receiving an in- 
creasing number of inquiries from 
abroad in the immediate past and that 
improvement is expected to continue 
for the remainder of the year. 
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the last mile 


is hardest unless the shoes have that permanent 


pliability and serene comfort which Elko and 
Deerskin give to all footwear—either juvenile 


or sport. 


NORTHWESTERN LEATHER COMPANY TRUST 


WLI KITCHENER RUSSIDE SOOTAN : BOST ON 
NOWESTO * SMOOTH SIDES" * BROGUE * ELK SIDES 


FLKO & DEERDSKIN 
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Welcome ma 


Visitors to New York 
attending the National Con- 
ferences: will enjoy the liv- 
able distinction of the Hotel 
White’s hospitality. Suites 
of one, two and three rooms. 
Excellent cuisine. 


DAILY RATES 


From $3.50 for one person. 
$5.00 for two persons. 
Suites from $7.00 a day. 


Lexington Ave. and 37th St. 





NEW YORK CITY 











KENT 


AUTOMATIC 
GARAGES, NEW YorkK 


NOW OWNED AND OPERATED 
by the 


LEY GARAGE CORPORATION 


The last word in convenience 
and safety for your car: 
occupies its own perticulor 
compartment: 

offers every opportunity - 

for —— ~by the hour, 

the day, month; - ‘ 
with or without service. 
Rates /1522 monthly and. 
upwards. ~ - | 
Expert repairs on all makes ¢ a 
of cars 





KENT COLUMBUS CIRCLE 


GARAND CENTRAL 61 ST. and COL. AVE 
44 ST. near THIRD AVE. Tel.COtumbus 5-0395 i 
Tel. MUrray Hill 2-0460 26F 


ae e 











YOUR - CAR: NEVER. - TOUCHED ‘BY: HUMAN - HANDS | 
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QUALITY—A 


It Must Live or Alll 
Will Deteriorate 


= a 


Quality as defined by the 
dictionary is: “That which makes a being or thing 
such as it is—essential property; distinguishing ele- 
ment or characteristic!” I also quote from one man 
who also sold quality merchandise, that “quality is 
economy.” It is the best asset that can be justly ap- 
praised as a valuable possession. 

Be it in man, business or beast—it always shows 
itself as a superior indication which rises above the 
ordinary. Good Will, gained on quality, can easily be 
lost by omitting it, and can never be regained with- 
out it. 

Can quality live? It must live, or we will de- 
teriorate. r+: 

The depression has lasted long enough now for 
thousands of men and women to discover that the 
shoes they bought a while back at such alluring prices 
weren’t such bargains after all. 

Through faulty workmanship, cheap materials or 
cheap styling, many of these shoes must be replaced 
and are being replaced now. 

On Oct. 24, a year ago, the Boor anp SHOE RE- 
CORDER printed a copy of one of J. & J. Slater’s ad- 
vertisements, which pictured a simple opera, minus 
all apparent stitching. In fact, it was the plainest 
shoe imaginable. The price was $14.50. That seems 
a high price, for you will remember how low-a price 
operas were available last Fall. The profit to us was 
fair, but not excessive, but that shoe by its pure sim- 
plicity was distinctive and different. _ 

Also a year ago I said “keep your quality up,” and 
now after a year I am again sincerely saying to you, 
my friends, keep your quality up. It has occurred to 
me during the past few months that possibly my mes- 
sage was not completely understood. Perhaps that 
was my fault. Therefore, I want to do my part so 
that it will not happen again. Let’s discount that and 
now grade up. 

The public is fed up on would-be bargains, and pro- 
motions. The public is seeking integrity, reliability 
and honesty in business and politics. “We retailers 


_ after all are interpreters for one section, and mark me 


well, we are on trial, and our judges will be far more 
severe than at any time in the decade. 

Give your public what it wants, when it wants it, but 
give it to them in a manner in which you and your 
employees will be proud of, and I am sure your fu- 
ture will be bright. 
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Priceless Asset 


By JOHN SLATER 


Vv WT VW 


Whether you sell shoes at $65.00 or whether you 
sell at $2.00 a pair, they are both quality if they are 
better than your competitors can offer at the same 
price with the same service. 

The things we buy because they’re cheap are the 
things we cannot afford. 

People are looking for low prices. They always 
will. But they have learned to look at low prices with 
a skeptic eye. 

Business is changing and your future success lies in 
planning and organizing, and the next decade belongs 
to those who will be ready for it soonest. 

The future begins today and your business method 
must be of tomorrow and not of yesterday. 

So let us get together—give our customers good 
values—never forgetting that the shoe business is our 
livelihood. 

Profit must be made so that we can carry on, but 
sell merchandise that is worth the money asked. 

A quality article always maintains its value. 

We have a quality Country—possibly we may not 
be in accord with the governing power—but we have a 
quality government which prevails at all times, so we 
have quality race horses—quality banks—men of qual- 
ity and quality women, who will always demand qual- 
ity merchandise, and it is our part to give them quality 
footwear—quality service—all emanating from “qual- 
ity merchants.” 


Cash and Credit 


The old theory of increasing the purchase and use 
of shoes because of credit account advantage is not 
so applicable today. The customer is not in the mar- 
ket for surplus shoes; but the customer is always 
ready to take advantage of any concession offered as 
plussage. The customer—man, woman and child, 
buys shoes today with value as the first consideration ; 
credit convenience is no longer an inducement. The 
shoes sold under the credit plan are bought with as 
much regard as low price, and must compete with 
shoes sold elsewhere for cash. Therefore, there is no 
advantage in credit in increasing volume. 

Credit has its place in stores selling large items at a 
price that almost prevents cash transactions. The big 
store can afford to go through the mechanics of ex- 
tending credit, finding ratings and do all the extras 
for that customer who might be in the market for 
many items in many departments. The in-and-out 
shoe store has practically nothing but shoes to offer. 


Opposite 
the new 


Waldorf Astoria 


isomsenunoe Pool 


ELTON 


at 4Y NEW YORK 


EY ate} Lexington’ 
With Discrimination 

A two-room suite may be secured at the Shelton for 
as little as $135.00 per month, or a single room for 
$50.00 per month or $2.50 per day upward. A 
fine restaurant is located on the street floor. Shelton 
guests are selected with discrimination. 

Club features (free to guests): Swimming pool; gymnasium; 


game rooms for bridge and backgammon; roof garden and sola- 
rium; library and lounge rooms. 


Also bowling; squash courts and cafeteria. Reasonable Prices. 











Price Ticket 


any assortment desired 


Modernistic 


IN-STOCK 
Your Choice 


of Two Color 
Combinations: 


Purple with Gold 
on White with 
Black Figures 


or 


Red with Black Edge 
on White with Black 
Figures. 


(Check with Order, Please) 


Merchants’ Service Dept. 


Boot and Shoe Recorder 
367 W. Adams St. 


CHICAGO, ILL. 











LOOK AT THIS LIST 
-THEY ALL 
USE PYRAHEEL! 


ABBOTT-ARMSTRONG-ABBOTT 
INC., Auburn, Maine 

BANCROFT WALKER COMPANY 
Boston, Mass. 

BRAUER BROS. SHOE COMPANY 
St. Louis, Mo. 

THE CINCINNATI SHOE COMPANY 
Cincinnati, Ohio 

CORBIN-HOLMES SHOE CO. 
Hudson, Mass. 

CRADDOCK-TERRY CO. 
Lynchburg, Va. 

DUNN & McCARTHY, INC. 
Auburn, N. Y. 
ENDICOTT-JOHNSON CORP. 
Endicott, N. Y. 

GREGORY & READ CO., Lynn, Mass. 
R. P. HAZZARD, Gardiner, Maine 
HOGE-MONTGOMERY CO. 
Frankfort, Ky. 

THE IRVING DREW CO. 
Portsmouth, Ohio 

THE JULIAN & KOKENGE CO. 
Cincinnati, Ohio 
KRIPPENDORF-DITTMANN CO. 
Cincinnati, Ohio 

THE L. V. MARKS & SONS CO. 
Cincinnati, Ohio 

THE MENIHAN CO., Rochester, N. Y. 
MILIUS SHOE CO,, St. Louis, Mo. 
THE MILLER SHOE CO. 
Cincinnati, Ohio 

MOULTON, BARTLEY, INC. 

St. Louis, Mo. 

PREMIER SHOE CO., INC. 

Long Island City, N. Y. 
RICE-O’NEILL SHOE CO., St. Louis, Mo, 
SELBY SHOE CO., Portsmouth, Ohio 
SHERWOOD SHOE COMPANY 
Rochester, N. Y. 

STROUT, STRITTER & CO., INC. 
Lynn, Mass. 


WALKER T. DICKERSON CO. 
Columbus, Ohio 


REG. U5. pat. OFF 


PYRALIN 


for 


SCUFF-PROOF HEEL COVERS 
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P YRAHEEL mates 


profits for shoe men! 


* PYRAHEEL helps make shoe 
sales! With its lifelike reproduction of 
the diamond-shaped grain of Calcutta 
Lizard, the mottled effect of Alligator, 
this new du Pont heel-covering mate- 
rial matches today’s shoe sty!e leaders. 
More than that—Pyraheel does not 
scuff or scratch in ordinary use. That 
feature helps sell shoes! 

You owe it to yourself to get full 
details about this new heel covering. 
See how it reproduces kid, calf, rep- 
tile, and moire effects . . . as well as 
the two new style favorites. Examine 
its texture and color . . . see how they 


ALLIGATOR 


DU PONT VISCOLOID COMPANY, 350 FIFTH AVE 


LIZARD 


match most leathers. And then try to 
scratch it. You can’t... for Pyraheel 
will not scuff or scrape! 

See Pyraheel for yourself. And re- 
member that heels covered with it 
can be embellished or decorated in 
much the same manner as shoe tips 
have been decorated for years! Ask 
your shoe manufacturer for informa- 
tion, or use the coupon below. Du 
Pont Viscoloid Company, 350 Fifth 
Avenue, Dept. 25, New York City. 
In Canada: Canadian Industries, 
Ltd., Pyralin Division, Montreal, Que. 


-» DEP 


GENTLEMEN: Please send me sample heel and full details about PYRAHEEL. 








When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


» HOW’S BUSINESS 4 


Chain Stores Show Loss 


New York—The August sales of 
chain stores reporting to the Federal 
Reserve Board for this district aver- 
aged about 1344 per cent smaller than 
in the previous year, which is a slightly 
larger decline than in other recent 
months despite the fact that there was 
one more selling day in August this 
year than in 1931. The grocery and 
candy chains continued to report com- 
paratively small reductions from a year 
ago, but ten-cent, variety and drug 
chain organizations showed reductions 
of slightly more than 15 per cent, and 
the shoe chains again reported a large 
drop in the dollar volume of sales. 

Grocery and shoe chains had slightly 
smaller decreases in sales per store 
than in total sales, reflecting a decline 
in the number of units operated, while 
other types of chains which have in- 
creased the number of stores over a 
year ago reported larger declines in 
unit sales than in the total. 

Percentage Change August, 


1932, Compared with 
August 1931 
| ee 





Sales 
per Store 
— 5.8 
—17.5 
—17.6 
—23.2 
—18.3 
—14.3 


—14.3 


Total 
Sales 
— 6.3 
—16.3 
—17.4 
—25.0 
—15.3 
— 3.6 


—13.6 


tv 
Number 
of Stores 


— 0.5 


Type 
of Store 





* 


Production Up 50.3 Per Cent 
from July to August 


WASHINGTON, D. C.—The Depart- 
ment of Commerce presents the follow- 
ing statistics on the production of boots 
and shoes for August, 1932, represent- 
ing 1111 factories. The total produc- 
tion of footwear reporting for August, 
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SATURDAY, OCTOBER 15, 1932 


1932, indicates an increase of 50.3 per 
cent over July, 1932, and a decrease of 
8.2 per cent from August, 1931. Men’s 
dress shoes showed a gain of 1,422,413 
pairs and women’s shoes a gain of 
5,722,422 pairs for the months com- 
pared. Gains of approximately 500,000 
pairs each were made in the boys’ and 
the misses’ classifications. 


~RODUCTION OF BOOTS AND SHOES 


AUGUST, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER,BY MONTHS 


1930, 1931 AND 1932 


zia|®Sie]. ¢ 
q)/ulgiei¢ 3 5 o | 
a'wulaiais <!'o o 


In the production report by States 
for the comparative years of 1931 and 
1932 for the months from January to 
August, Maine is the only State to show 


a gain. This is given as 11.6 per cent, 
while all other States show production 


losses of from 3.1 per cent to 19.2 per 


cent. 


Hide Futures Average Down 


New YorK—Hide futures values re- 
flected losses of from 35 to 55 points in 
moderately active trading during the 
week ended Sept. 30, these losses about 
offsetting the gains of the previous 
week. During the month of September 
prices on the New York Hide Exchange 
declined approximately on an average 
of one per cent per pound, while the 





EVERY WEEK 


turnover reached close to 40,000,000 
pounds. 

Activity in the spot hide market dur- 
ing September was somewhat limited 
due to the variance between the ideas 
of buyers and the large producers. An 
easier undertone prevailed, however, 
and the sales that were made trans- 
pired at lower prices. 


Business Booming 


MILWAUKEE, WIs.—With business the 
best in the last 22 years, according to 
Joseph Brindis, president, the B-B Shoe 
Co. is working two eight-hour shifts 
daily, six days a week, where it could 
work three eight-hour shifts if the law 
permitted. As it is, women can only 
be employed during certain hours. 

Today more people are going to work, 
Mr. Brindis stated. That means they 
are wearing out more shoes. The firm 
has two months’ work ahead. Every 
day there is more business than can be 
handled. 

“We’re going to continue our present 
schedule until Dec. 15 on this season’s 
lines. Then the spring lines will be- 
gin. It’s the biggest year in 22 years! 
More pairs of shoes have been sold.” 


Men’s Business Increases 


BuFFALO, N. Y.—J. F. Funnell, men’s 
and boys’ shoe buyer for The Kleinhans 
Co., reports unit sales for the fall sea- 
son have shown an increase over the 
corresponding period of last year. One 
of the features of the current busi- 
ness, he says, is the trend toward 
quality footwear in nationally adver- 
tised brands. Black predominates with 
about 70 per cent of the business in 
black for both men and boys. There 
also has been a good business in shoes 
for formal wear. 

A similar improvement in the men’s 
shoe business has been noted in a num- 
ber of other Buffalo stores and depart- 
ments this Fall. 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
possible on this new type of last. 

A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY | 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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STENCHEVER SHOE STORE REMODELS 


PATERSON, N. J.—After a remodel- 
ing job which lasted several. months, 
The Greater Stenchever. Shoe. Store 
was opened with a considerable cele- 
bration. Fashion shows: were held on 
the two opening nights which attracted 
some 1200 people at each performance. 
Entertainment was furnished by a 
night club orchestra and a school of 
dancing. The dancing school kiddies 
both entertained and modeled children’s 
shoes. 

The new store is spacious, airy and 
comfortable, as the accompanying 
photograph of the children’s section 
shows. This department occupies most 
of the second floor, with the street floor 
being given over to the men’s and 
women’s selling. The same treatment 
of recessed shelving is carried out on 
both floors. 

The proprietor, Max Bodner, is well 
pleased with the customer response to 
his $25,000 outlay. He believes that 


now is the time for all merchants to 
do a thorough remodeling job, particu- 
larly those selling quality shoes. 

The members of the selling organiza- 
tion in addition to Max Bodner are: 
Harry Bodner, store manager; Harry 
Heiblim, Alfred Yerha, Herbert Kemp- 
lar, children’s buyer; Joe Sachs, Samuel 
Pigula, Ben Blovett, Henry Lefkowitz, 
Dave Picus, Belle Harris, Goldie Is- 
realson and Helen Abramson. Irving 
Freidenrich is the advertising man- 
ager. All the staff is well trained, 
with each member a graduate of Dr. 
Scholl’s School of Orthopedics. 

Bodner boasts of his expert fitting 
service and believes it is one of the 
main contributing factors in the store’s 
great success. He believes in carrying 
shoes so that this trained force may at 
all times sell the right shoe for the right 
purpose in the right manner. His 
stock of over 40,000 pairs assures him 
this, he points out. 








Real Prosperity “If” 


New YorK—A buying wave will 
supersede the present wave of thrift, 
the November number of Automotive 
Observations, published by the Com- 
mercial Credit Co., states. 

In automobiles alone the outlook is 
bright, the editor states, for there are 
8,000,000 cars moving rapidly toward 
the junk pile and futhermore every 
American wants a car more than any 
other utility. But he points out that 
the approaching buying wave will bring 
sound prosperity only if we take les- 
sons from the past, avoid price-cutting 
orgies and think more in terms of gen- 
eral business welfare instead of indi- 
vidual advantage alone. 


Wholesale Price Index 
Unchanged 


WASHINGTON, D. C. —The Bureau of 
Labor Statistics of the U. S. Depar- 
ment of Labor announces that the in- 
dex number of wholesale prices for the 
week ending Oct. 1 stands at 65.4, the 
same as for the preceding two weeks. 
“Hide and Leather Products” classifica- 
tion shows an upward change of one 





point or from 73.2 to 73.3 for the week. 


Favorable Report 


- NEw YorK—Business conditions in | 


the country as summarized by the Fed- 
eral Reserve Board say: 

Volume of industrial production in- 
creased from July to August by consid- 
erably more than the usual seasonal 
amount, reflecting chiefly expansion in 
activity at textile mills. Wholesale 
prices advanced during August and the 
general level prevailing in the first 
three weeks of September was some- 
what higher than in other recent 
months. There was a further growth 
in the country’s stock of monetary gold 
and a non-seasonal return flow of cur- 
rency to the reserve banks. 


Mills Take Up Slack 


ROCHESTER, N. Y.—Merrill Hosiery 
Co. and Huguet Silk Co. of Hornell last 
week began to call back workers as 
business moved upward after several 
months of lull. 

The Merrill company now has a pay- 
roll of 300, one of the largest in months. 
Both plants were reported working at 
near top speed. Officials said the in- 


creased demand for silk goods gener-. 


ally can be taken as an augury of ad- 
vances in other trades. 





A smartly styled 
CORRECTIVE 
with 
ee CONSTRUCTION 
and 


PROTECTED F RANCHISE 


to retail 


85 


CARRIED IN STOCK 


Write us today for information on 
Air-Tred Franchise. 


heats % Kid Regent pene: 618 last; 
18/8 


Me Pg Jeel. 
In stock AAA, AA . Price 10 


D. 
Also in Brown Kia’ 2 "ae 689-53— $3.2 


P 865—Black Kid Ore Strap Center Buckle; 
614 last; Black Lizard Trimming; 15/8 Cuban 


Leather ‘eo 
In stock AAA, AA, A, B. Price $3.15 


adenine 57 Kid Four Eyelet Tie; 614 
last ; a Leather Heel. 
In stock AA, A, B D Price $3.00 


Free catalog or sample’ 
pairs on request. 


AULT-SHACKFORD 
SHOE CO. 
AUBURN - MAINE 


Also makers of Ault-Shackford 
SILHOU-WELTS 











MARTIN'S 
IMPORTED 
BLACK 
SCOTCH 
GRAIN 
*Leather Heel* 
AteD S5toll 
Style 
Same in 


tin’s Imported 
mn Scotch 
Grain 


From now on 


the BATTLE 
is on 
QUALITY not on 
price 
@ 


Customer satisfaction will 
be the aim—guaranteed by 
shoes of superior craftsman- 
ship, sold by the most rigid 
code of fair dealing. You 
cannot be safe with any less. 


Investigate the fifty-seven 
year record of 


THe 


SHOE 


57 STYLES IN STOCK 
AAA TOE... 5 to 13 
. CATALOG ON REQUEST 


\, Fava Ol a Os GaGa», 


COMPANY 


) 








This Week in Boston 


Boston—Regal Shoe Co. features 
men’s oxfords with extension edges, 
ribbon stitched; military heels a bit 
higher than usual and of leather; the 
“double” shoe, with two vamps and 
two soles, and also custom styles, these 
several shoes being represented as du- 
plicates of’ shoes from noted London 
shoemakers. 

The 
pumps of patent, grain and suede, in 
blacks, browns and burgundies. 

A four-eyelet side lace oxford has a 
high front as well as high side lines, 
and one shoe of this pattern has a bur- 
gundy suede vamp and a front and 
quarter of black patent leather. 

Arthur Wallace shows a few opera 
pumps of velvet in bright hues, greens, 
reds and blues. 

“Click” soles have pieces of metal 
on their toes, and metal discs in their 
heels. They are for tap dancing. 





Shoes for the Business Woman 


CHIcAGOo—Shoes selected to ensemble 
correctly with the business woman’s 
outfit are on display in the business 
woman’s shop, a special department re- 
cently opened up at Carson, Pirie, Scott 
& Co.’s State Street store. 

The business woman needs three 
types of shoes, according to Mrs. Pa- 
tricia Ballard, stylist for the store. 
Ghillies are very smart to wear with 
the popular new tweed swagger suits. 
For general wear with tailored woolen 
or crinkly crépe dresses oxfords and 
street pumps are correct. By all 
means these should have Cuban heels. 
For dress up, the classic, stripped 
pump of suede is the favored choice 
with a small suede bag to match. 





Favorable British Outlook 


WASHINGTON, -D: C.—A _ favorable 
outlook for British shoe trade has been 
reported to the Commerce Department 
by American trade representatives in 
London. 

The tendency is toward higher foot- 
wear prices as a result of rises in ma- 
terials used in manufacturing, reports 
indicate, and a better tone is noticeable 
generally in trade circles. Shoe manu- 
facturers of the United Kingdom have 
been “moderately busy” recently, the 
department said, with Leicester, Lon- 
don and Bristol districts giving evi- 
dence of steady progress. 





Suedes Strong in Chicago 


CHICAGO—Sixty per cent of business 
at I. Miller & Sons is in suedes right 
now, according to I. Silverman, man- 
ager of the Chicago store. This, he 
expects, will keep up until November. 
Fine weather, clear underfoot, is push- 
ing the sale of this popular fabric. 
Black is, of course, ahead of brown, 
but the latter color is stronger than it 
has been for several seasons, is the re- 
port. 


Hanan store features Court |. 
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A. C. BROWN AIR TRAVELER 





“The shoe business shows decided improve- 
ment,” says A. C. Brown, vice-president, Ham- 
ilton-Brown Shoe Company, St. Louis, as he 
boards an American Airways, Inc., plane for 
Chicago. Mr. Brown uses the commercial air 
lines regularly for business and pleasure travel. 





Predicts Patent Leather Styles 


CuicaGo—At the Fair, S. Katz, gen- 
eral manager and buyer of the shoe de- 
partments, reports that advertisements 
are pulling good trade for the shoe de- 
partments. Black and brown suede in 
oxfords, straps and pumps are the big 
items, which, he believes, will continue 
through the month of October or until 
there is bad weather under foot. After 
that reptiles will probably be good, al- 
though they have been slower this sea- 
son than was anticipated. There seem 
to be indications of patent leather re- 
‘turning to favor, he thinks. Black and 
brown are the colors in tailored effects, 
with little demand for much trim. Ac- 
tivity in the children’s department has 
been good since the opening of the 





schools. 
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~«QOn the Selling End. 


News of the Travelers and Sales Activities 





Changes in Representation 


AuBuRN, N. Y.—Buford H. Jones, 
vice-president and sales manager of 
Enna Jettick Shoes, Inc., states that 
when the company’s salesmen go out on 
Oct. 15 with their new Spring samples 
there will be four important changes 
in sales personnel. ) 

Lawrence M. Jones, who has been 
with the company for many years and 
who for the last year has been repre- 
sentative in Montana, Idaho, Utah and 
Wyoming, will from now on call on 
dealers in Washington, Oregon, Mon- 
tant and Idaho. Lawrence Jones, be- 
fore covering the former territory, sold 
shoes in the South and was for two 
years in charge of the company’s ad- 
vertising department in Auburn. 

Fred D. Weld becomes representative 
for the State of Minnesota. For six 
years he acted as an assistant to Buford 
Jones in the Sales Department and for 
the past year has been advertising man- 








FRED D. WELD 


on Mr. Weld’s appointment as Minne- 
sota representative Mr. Jones said, 
“Fred Weld’s experience in our sales 
and advertising departments has given 
him a-thorough knowledge of merchan- 
dising, sales promotion and advertis- 
ing.” 

“Bill” Sorensen is the newly ap- 
pointed representative for the State of 
Wisconsin. Mr. Sorensen is an experi- 
enced shoe man, known to the trade all 
over the country, and has been with 
the company for two years. 

Nat Berry, who has been Enna Jet- 
tick representative in Colorado, New 
Mexico and Arizona, adds the States of 
Utah and Wyoming to his territory, 





where his long experience will aid 
dealers with their sales activities. 

Enna Jettick salesmen assembled in 
Auburn Oct. 10 for their semi-annual 
sales convention and to get their first 
view of the Spring line. 








GEORGE H. BECKER 





As special promotional representative 
for Billiken shoes, George H. Becker is 
making a splendid record. He has put 
the line in some of the country’s largest 
department stores. He is well liked in 
the trade and, of course, has a host of 
friends. 








lowa Meeting Postponed 


Des MOINEs, Iowa—The Fall meet- 
ing of the Iowa National Shoe Trav- 
elers Association has been postponed 
until Saturday, Oct. 22, due to the un- 
avoidable absence of the president, 
Fred Harvey, and Vice-President O. R. 
Bleohinger. 

At this meeting President Fred Har- 
vey will appoint the following commit- 
tees: Hotel, Railroad and Group Life 
Insurance. Also plans will be outlined 
for the Northwestern Retail Shoe Deal- 
ers’ Regional Convention, which will be 
held in Des Moines, Iowa, at Hotel Fort 
Des Moines. 





Fred Marx Joins Johansen 


St. Lours—Fred Marx, who was for- 
merly an officer of the Moore Shoe Co., 
now liquidated, has joined the staff of 
the Johansen Bros. Shoe Co. as special 
field representative. He will also con- 
sult with the factories styling board. 








HAND-TURNED 


DPD KEKE 


NO 
GUESSWORK 
ABOUT THESE 

SLIPPERS 


Evans slippers have maintained a 
standard of quality unchanged for 
over forty years. 


Characterized throughout by su- 
perior workmanship and materials, 
and genuine hand turned, they are 
the most flexible, durable, and sat- 
isfactory type of indoor footwear. 


Thirty-two styles in standard colors 
are constantly in stock facilitating 
immediate shipment. In addition, 
many novelty slippers like No- 
1662 in a wide variety of attractive 
combinations are made to order 
only. 


MADE TO RETAIL at $3, $4 & $5. 


Orders are now being taken for 
what promises to be one of the 
best slipper seasons in Evans’ 
history. 


L. B. EVANS’ SON 
COMPANY 


WAKEFIELD, MASS. 


BOSTON 
10 HIGH ST. 


NEW YORK 
47 W. 34TH ST. 





IN STOCK 
No. 1497 


Two-Tone 
Blue Morroco Opera 
$3.00 





No. 1662 
Burgundy Kid 
Woven Vamp Opera 
$3.00 


PII, —. KLEE 


HOUSE SLIPPERS 
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WHERE TO BUY 
Shoe Forms 


ll al el el li ei i 


| Zarry Forms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Inc., Auburn, N.Y. 


i i te i i 


WHERE TO BUY 
Men’s Shoes 


SO 6 6 EF FE Fn APP 














EAST WEYMOUTH, MASS. U.S.A. 


THE 








Bet 
oa SHOE 
Men’s Fine S$! 
paw SOLONY SHOE co 


Brockton, 
MASS. 


NEW YORK 
MARBRIDGE 
BLDe. 


EI 


(@).. A. patents CR CO-» Makers 


“Tlettleton 


Shoes Now Retail $8.50 Up. 
A. E. NETTLETON CO. 


. ¥. 





BOSTON 
10 HIGH ST. 



































Mens Shoes Show Improvement 


Atlanta, Ga.—With cooler weather, there 
has been a decided increase in the demand 


-for men’s shoes in Atlanta, ranging from 10 


to 25 per cent over August figures. This year 
the demand appears to be swinging sharply to 
blacks. The Muse men’s shoe department, for 
example, reports that 65 per cent of the shoes 
now are black and 35 per cent brown. Custom 
toes are leading sales here with men’s shoes, 
and other popular features are wing tips and 
Scotch grained leathers. All in all, there is 
a much better feeling in the men’s shoe 
business than has existed all summer. 





» STORE CHANGES 4 


Newbold Starts Own Store 


CINCINNATI—W. E. Newbold, for 
nine years buyer and manager of the 
better shoes department of a prominent 
downtown department store, will estab- 
lish a bootery shop under the name W. 
E. Newbold Bootery, Inc., at 11-12% 
Race Street, in the magnificent new 
Netherland Plaza Hotel building. New- 
bold is organizer and owner of the new 
concern, which places its capital at $25,- 
000. Before coming to Cincinnati nine 
years ago, Newbold, whose home town 
is Rushville, Ind., was buyer and man- 
ager of the better shoes department of 
Byck Bros. store in Louisville, Ky. In 
fact, Newbold’s entire experience in the 
shoe business has been with the better 
lines of shoes and in the new bootery 
which he is establishing he will handle 
the I. Miller Beautiful Shoes exclu- 
clusively. He will also sell fine hosiery 
and the latest things in ladies’ pocket- 
books and handbags. 

The bootery will resemble an elegant 
and tastefully furnished drawing room, 
where milady may select her shoes in 
the atmosphere in which she will most 
often wear them. 

Shoes will range in price from $7.50 
to $14.50. Nov. 1 is the date set for 
the opening of the bootery. 





Lincoln Boot Shop Opens 


CHARLESTON, W. VA.—Philip Siegel, 
owner of the Siegel Shoe Co., 710 State 
Street, has just opened an additional 
store at 124 Capitol Street. The new 
store is known as the Lincoln Boot 
Shop (registered) and is thoroughly 
modern in every respect. Shoes for the 
entire family are featured. This store 
is a worthy addition and credit to 
Charleston’s most prominent shopping 
district. 


New Jackson, Ohio, Store 


JACKSON, OHI0—The new Chambers 
shoe store held its formal opening re- 
cently in the room formerly occupied 
by the Stephenson Shoe Co. E. E. 
Chambers is proprietor of the new 
store and S. C. Radcliffe is manager. 
The most recent in store fixtures and 


-appointments have been installed in 


the new store. 
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Baltimore Store Expands 


BALTIMORE, Mp.—The Bootery, oper- 
ated by the Edison Shee Co., now lo- 
cated at 44 West Lexington Street, will 
be removed to larger quarters at 26 
West Lexington Street, where it will 
have about three times as much floor 
space as at the present location. The 
removal is expected to be made early 
in October following necessary im- 
provements and remodeling work upon 
which is now in progress. The con- 
cern will occupy the three-story build- 
ing. at the new location. The Bootery 
features women’s footwear in the so- 
called popular priced and lower priced 
range. The Bootery has been -oper- 
ated at its present quarters for the 
past few years and the fact that new 
and larger quarters are found neces- 
sary attests to the successful operation 
of the establishment. 


Discontinues Branch 


BALTIMORE, Mp.—The Baltimore 
branch store of Boyce & Lewis, Inc., 
retailers of Wilbur Coon shoes, has been 
discontinued and the business removed 
to the concern’s main store at 439 
Seventh Street, N. W., Washington, D. 
C. The Baltimore store, which origi- 
nally was at 418 N. Charles Street, for 
the past year or so operated at 124 N. 
Liberty Street. 


To Stay Open 


SoutH BEND, IND.—The closing of 
the Pandora shop here at 127 North 
Michigan Street by sheriff’s officers will 
not affect the shoe department, which 
is leased and operated independently. 
A claim for delinquent rent closed the 
clothing department. 


COMING TRADE EVENTS 


New York, October 31, November 1. Hotel 
Astor. N.S.R.A. Shoe Styles Committee 
Meeting and Business Conference. 


New York—December 6, 7, 8, 9, 1932. Hotel 
Commodore. National Boot and Shoe Manu- 
facturers’ Association. Seasonal Opening. 


Chicago—January 9, 10, 11, 1933. Palmer House. 
National Shoe Retailers’ Association. Annual 
Convention. 


Toronto — January 9, 10, 1933 — Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 


Baltimore—January 23, 24, 25, 1933. Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 


Fort Worth—February 6, 7, 8, 1933. Hote! 
Texas. Texas Shoe Retailers Association, 
Annual Convention. 


Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 








il] 
ill 
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“PUNTVE” BY LAIRD, SCHOBER Ano COMPANY, 
HUBSCHMAN’S BLACK CALF 


pie. 


andrite BLACK .. . 


... at home in the smartest company! 
Yes, it és smart and not only smart but exceptionally mellow and 
durable. 


Made from the pick of choice skins, this rich lustrous black calfskin 
is superbly finished, has fine flat grain and close break. 


In shoes of Tandrite Black you are offering your customer the best 
there is in fine leathers! 


E. HUBSCHMAN & SONS, INC., PHILA. 








TANNERS OF FINE CALF EEBATHERS 


a 








When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Children’s Footwear 








Shoes in Stock 
CHILD LIFE SHOE- 


MAKERS, Inc. 
QB) CEDAR GROVE 
WISCONSIN 


OA 6 FEF Et Fe 


WHERE TO BUY 


W omen’s Shoes 



















FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 











” 


WHERE TO BUY 


Riding Boots 








RIDING BOOTS 
‘ IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 








Boots. 
Write for catalog. 
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NEW JUVENILE DEPARTMENT IN FAMOUS & BARR 











The New Juvenile department re- 
cently installed by the Famous & Barr 
Co. of St. Louis. Famous & Barr is 
the largest department store in St. 
Louis. This department is known as 
the Submarine Department. The walls 
are decorated with accurate replicas of 
every known specie of the fish family. 
Each specimen has a number, so that 
its name and habits can be learned by 
referring to a printed list placed on 
one of the side walls of the department. 


W. A. Gamble Opens Store 


CLEVELAND—Walter A. Gamble, for 
many years manager of the Cantilever 
Shoe Shop at Huron and Euclid, opened 
a store of his own at 1719 Euclid Ave- 
nue under style of the Oxford Shop. 
Smart walking shoes for men, women 
and children with orthopedic and 
specialized fitting service is announced. 
Arrangement includes a hidden stock 
room at the rear with orthopedic ser- 
vice and office located on the mezza- 
nine. Sidewalls and drapes are of 
black and silver, while the furniture is 
of metal in black and silver also. 

Lester O’Shea, formerly of the Can- 
tilever Shop, will be assistant to 
Gamble. Walter Reese, formerly con- 
nected with the Cantilever and Ground 
Gripper shops, has been engaged as 
chiropodist. . 


Many New Ohio Stores 


CANTON, OHI0—Increased openings 
are reported in retail shoe stores in 
many sections of Ohio, indicating an 
upturn in business generally, the first 
apparent in this section in more than 
a year. Amil Zingg will soon open a 
retail shoe store in Kenton on the 
northwest corner of the public square; 
Gene’s Red Goose shoe store, a shop 
for juveniles, has been opened at 111 
S. Front Street by Eugene Gabel; S. 
Kohnop has opened a shoe and hosiery 
store at 3626 Harrison avenue, Cheviot, 














W. Wallbrunn, manager of the base- 
ment shoe departments of Famous & 
Barr, states that this new Submarine 
Department has proved a decided busi- 
ness stimulant. As a promotional fea- 
ture, he is sendmg notices to St. Louis 
school teachers, inviting them to bring 
groups of children down to see the de- 
partment and to use the department in 
studying the various members of the 


fish family. 






and Miller’s new shoe store has been 
opened at 113 West Washington Street, 
in New Castle, Pa. Several other 
openings in eastern Ohio towns are in 
prospect for the next 60 days. 





Turrell Sells College Branch 


SEATTLE, WASH.—The college foot- 
wear store of the Turrell Shoe Co., 
which hitherto operated a store in col- 
lege center of the university district, 
and one in the downtown district of 
Seattle, has been sold to Blaine W. Bur- 
nett, its manager for the past nine 
months. 

This exclusive footwear store for the 
7000 collegians and co-eds of the uni- 
versity district and the residents of 
this university section has been re- 
named the B. W. Burnett Shoe Co. and 
will soon be moved. 


Edison Branch in Indianapolis 


INDIANAPOLIS, IND.—The Edison 
Brothers Stores, Inc., of St. Louis, Mo., 
have signed a long term lease on part 
of the building on Washington Street 
here, formerly occupied by the Pettis 
Dry Goods Co., which was liquidated 
some time ago. An immediate remodel- 
ing program, calling for subdivision of 
the former store building, new interior 
decorations, installations and new 
fronts, will represent an outlay of about 
$150,000. The shoe store will occupy 
the eastern part of the building. 
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SHOE LACES 


FOR RAPID SERVICE 


To give faster service on all shoe lace _ 
orders we now distribute to the trade 
through our selling agents, the United 
Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Sheepskin Slippers 


a i ll el el Nel 





BUNNIES, TURNS and PREWELTS 
SHEEPSKIN SLIPPERS 


For Men, Women and Children 


B. & B. SHOE CO. CHICAGO 
NEW YORK OFFICE—1350 BROADWAY 











WHERE TO BUY 
Ballet Slippers 





BLACK KID BALLET 
SLIPPERS 


Soft and Hard Toe 
Ladies’ 2 
Misses’ 11 
Children’s 6 to 11 1.25 
Hard yd mF Dg Be A, Higher 


50 N. ah St., Philadelphia 














New!’ Buckle Aesthete 





SANDAL 


A low priced barefoot sandal 
that is taking the country 
Flexible: buckle 


suede; 
reta ve ohtabty: r $1.35. 
New apt ta SANDAL 
retails at $1. 


Send for new 
catalog. Ask 
about fran- 
chise. 


CHICAGO 
STOCK DEPT. 
159 N. State St. 
LOS ANGELES 
STOCK DEPT. 


1951 Hillburst Ave. Main Office and Factory 





“| wand my little 
gi a SHOES 


They must protect her 
soft, young, growing 
bones and muscles. 


[i 


An X-ray photograph of a foot wearing 
Advance Toe Shoes shows that each lit- 
tle toe lies right, is free from possible 
harm. There’s no better way of con- 
me parents that cheap substitutes 

The scientific refinements Advance 


are 

has feerned to. to ‘build in toe shoes help clinch sales this 
season, promote a satisfied trade. Write for exclusive 
agency. Catalog on request 


159 N.'siate St., 
Chica AYN ANG I lheatri« al 
SHOE COMPANY 


Branch: 
6362 Hollywood Bivd., 
Hollywood, Calif. 











Kids Meet “Mickey Mouse” 


Dallas, Tex.—Sanger Bros. elects entertain- 
ing children as a live means of selling them 
shoes this Autumn. On Oct. 1, Mickey 
Mouse was impersonated as host in the children’s 
shoe department, fourth floor, and announce- 
ment was made that he would greet visitors 
in the department from 4:30 to 5.50 every 
afternoon for the following week and from 9 
to 12 o'clock on Saturday. Mickey Mouse 
invited children to leave their names as 
prospective entertainers in the store’s radio 
broadcast. 





De Young Opens Branch 


WASHINGTON, D. C.—Joseph De 
Young, who has successfully operated 
a chain of popular priced women’s shoe 
stores, has recently opened an exclu- 
sive women’s shop at 1306 F Street, 
N. W., in the new modern building just 
completed at 13th and F Streets. 

This is a most desirable location and 
one of the busiest corners in the city. 
This location is not new to Mr. De 
Young, as he was located here in the 
mezzanine of the old Brownley build- 
ing for several years. 


Adds to Chain 


CoLuMBus, OH1I0—The Capital Shoe 
Co., with headquarters at 108 North 
Third Street, operating a retail chain, 
opened two additional stores, located in 
the Peerless department store, Bellaire, 
Ohio, and at 156 West Main Street, 
Lancaster, Ohio. With the opening of 
the two stores the chain now has eight 
units, two being in Columbus. Others 
are in Zanesville, Coshocton, Middle- 
town, Ohio, and in Wheeling, W. Va. 


New Steubenville Store 


STEUBENVILLE, OHI0O—The Shoe Box, 
a shop featuring footwear exclusively 
for women, has been opened at 108 S. 
Fourth Street, here. The shop, one of 
the finest in the upper Ohio Valley, is 
modernly equipped. The new store will 
stress two prices only, $2.95 and $3.85. 
The shop, which will cater exclusively 
to women, is one of a Pittsburgh chain 
of stores and is under the management 
of I. M. Enelow. 


New Self-Service Store 


TIFFIN, OH1I0—The Gold Cut Rate 
Shoe Store, owned by a syndicate oper- 
ating a store in Fremont, Ohio, was 
opened at 64 South Washington Street 
recently with David Kramer as man- 
ager. The store is distiriguished by a 
new style of display. All shoes are kept 
in plain view with prices marked. This 
enables customers to aid in serving 
themselves. 


Johnson Store Remodels 


YOUNGSTOWN, OHI0—Karl Suhr has 
been named manager of the new John- 
son Shoe Shop, 135 West Federal Street, 
and Jack Dunn, formerly of Boston, 
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Mass., is assistant manager. For ten 
years the Johnson store has been selling 
popular priced shoes in Youngstown. 
The store at its new location has new 
fixtures and special decorated interior. 


Schiff Branching Out 


CoLumMBus, OH10O—The Schiff Co., op- 
erating one of the largest chains of 
shoe stores in the country, is preparing 
to open an additional unit at 212 North 
High Street. Two store rooms are be- 
ing remodeled for the store and the 
opening will be about Oct. 14. This will 
give the company three outlet stores in 
Columbus. 


Baltimore Store Chartered 


BALTIMORE, Mp.—The Forsythe Shoe 
Co. has been chartered under the laws 
of the State of Maryland to operate 
combined shoe and hosiery shops. 
Capitalization of the concern has been 
set at $100,000. The Forsythe Shoe 
Co. operates a store in this city at 214 
West Lexington Street. Incorporation 
offices were given as 207 N. Calvert 
Street and the incorporators were 
Henry O. Bailey, Harry D. Kaufman 
and Charles L. Birkhart. 


New Dallas Store 


DALLAS, TEX.—Dallas’ newest shoe 
store is Harlow’s, which opened at 1310 
Elm Street with much advertising and 
publicity—all of which has been very 
effective, according to the management. 
Prices named are up to $4.95. Stress 
is laid on the fact that shoes are car- 
ried for every member of the family. 
Souvenirs were given the children on 
opening day. 


Gets Charter 


YOUNGSTOWN, H10—Papers have 
been filed with the Secretary of State 
chartering Johnson’s Boot Shop, Inc., 
with an authorized capital of 100 shares 
of no par value stock to operate a re- 
tail shoe store. Incorporators are K. 
F. Suhr, F. D. Lippman and Joseph 
Modarelli. 


New Retail Corporation 


BRISTOL, CONN. Incorporation 
papers have been filed for the Boston 
Shoe Co., 111 North Main Street, with 
authorized capital of $15,000, on which 
$3,200 has been paid. D. A. Appell is 
president and treasurer; R. F. Dagle, 
vice-president, and Sarah Appell, sec- 
retary. 


Adds New Branch 


BELLAIRE, OHI0—The Capital Shoe 
Co., with headquarters in Columbus, 
Ohio, which operates a chain of shoe 
stores, will open a unit in the Peerless 
department store here. 


PASADENA, CAL—Fred Hartman & 
Son shoe store at 838 Olive Street, 
Fresno, has reopened and reports good 
business. 














SHOE MANUFACTURERS 
EVERYWHERE WHO APPRECIATE 
AN OUTSTANDING QUALITY 
AND STYLE FEATURE HAVE 
ADOPTED THE 


UNITED CUSHION HEEL 


WORTH ITS PRICE 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND EVERYWHERE 
WEAR IS AS FINE 


AS ITS APPEARANCE 


uiep 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Shoes and Taps 


% KENDALL'S P*OFESO™L 4 


IN-STOCK 
Style No. 13 





’ Sizes, 11-3 
55 


Widths B-C $1. 


+ KENDALL SHOE COMPANY 
HAVERHILL, MASS. 














* 








TAP SLIPPERS . 
IN-STOCK 
Black Kid One ates 














BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadeiphia 











THE LEADING TAP SHOES 
IN STOCK 
Insist on TURNS for your 


Patent Leather 
or Black Kid 


TAPS 


te2 


Sizes: 11 
22 to 8 










me 
Write for 
sample-psirs 

The Norridgewock Shoe Co., Inc. 
NORRIDGEWOCK, MAINE cemeeeem 














>» TRADE DOINGS 4 


Changes Convention Date 


HAMILTON, ONT.—At a recent meet- 
ing of the General Committee of the 
Canadian Shoe Retailers’ Association, 
the date of the convention to be held 
at the Royal York Hotel in Toronto has 
been changed to Jan. 9 and 10. Pre- 
liminary reports indicate a very satis- 
factory shoe trade meeting, according 
to General Chairman A. L. Wilson. The 
response to renting the booths has been 
exceptionally good, he advises. 


Goodwin to Move 


FiTcHBuRG, Mass.—W. C. Goodwin 
Co., retail shoe dealers of this city, is 
planning to change its location to 356 
Main Street. The new premises are 
smaller than those at the present loca- 
tion at 342-344 Main Street. W. C. 
Goodwin Co. deals in men’s Florsheim 
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A NEW STORE IN AN OLD TOWN 





Huntington, W. Va.—<Alfred Fineberg 
formerly of Fineberg & Price of Brooklyn, 
N. Y., had enough confidence in the future 
and in this city to open this really modern 








shoes, women’s Walk-Over shoes, chil- 
dren’s shoes and other footwear. The 
company plans to discontinue entirely 
its basement department and is at- 
tempting to close out the stock of 
shoes, rubbers, overshoes and slippers 
at a removal sale. 





Seamless One Piece Quarter 
Patented 


THIENSVILLE, Wis.—A. P. Gilbert, 
president of the Gilbert Shoe Co., 
Thiensville, Wis., and makers of the 
“Kali-sten-iks” shoes for misses and 





children, announced last week the 
granting of Patent No. 1,885,598. 
During the past seven years from 
Mr. Gilbert’s entry into the manufac- 
ture of shoes under his own name he 
has brought to the construction of fine 
footwear for juveniles some 14 distinc- 
tive features. In an interview he said: 
“Our trade send us enthusiastic re- 
ports on the consumers’ reaction to our 
seamless backs. It is a visible feature 
that they do not overlook. It has also 
materially improved the fit, particularly 
around the ankle, since there is no 
heavy hurley nor reinforcing backstay 
to interfere with the quarter hugging 
tightly to the top of the last. It has 





also enabled us to eliminate the un- 












store. He carries women’s shoes and hosiery 
in the popular prices. His windows are always 
worthwhile. The store is.very pleasingly ar- 
ranged inside. 





sightly tack hole very common in or- 
dinary shoes. 

“Our quarter lining is also seamless, 
which eliminates seams inside of the 
shoe, as well as at the outside, thus ma- 
terially enhancing the appearance and 
with no seams to rub or blister a child’s 
tender foot.” 

The “Kali-sten-iks” line enjoys a 
wide popularity and_ distribution 
through the country’s leading shoe 
stores. 





Regents in New Home 


AMARILLO, TExAS—Regent’s Inc., has 
moved into their new home at 612 Palk 
St. and recently held open house to 
all of Amarillo and the Texas Pan- 
handle, when they entertained with 
specialty dancing and allowed visitors 
to see their new home. Regent’s Shoe 
Store has been in Amarillo for 23 
years, and shows their confidence in 
their city by fitting out the most mod- 
ern shoe store at great expense. The 
double front has four plate glass shoe 
cases, where shoes for milady, along 
with high class wearing apparel, which 
has been added to the stock, sell them- 
selves. 





The Elkay Incorporates 


BALTIMORE, Mp.—The Elkay, Inc., 
28 West Lexington Street, Baltimore, 
Md., has been chartered to conduct a 
combined women’s shoe, hosiery and ap- 
parel shop. Authorized capitalization 
is $5,000. The incorporators are Jo- 
seph Nathanson, Melvin Nathanson 
and Ruth Hart. 
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“VARNUM” Size Stick 


The Most Popular Measure 


Marked with standard American, French anda tnglish 
measures. Three styles 1—2—3. Maplewood, nickel trim- 


mings. 
RETAIL SHOE STORES USE NO. 3 


PRICE $1.50 EACH 
F. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. 




















-IN SIZE? 


IN PRICE 


ONE ENTIRE FLOOR DEVOTED To 
SAMPLE ROOMS a¢the new 


RNOR 
N 


HOTEL 


SIZ ST.aid 7H AVENUE 
[OPPOSITE PENNA. R: R-} 
B. & ©. BUSES STOP AT DOOR 


++ NEW YORK*+~* 


I200 ROOMS EACH WITH: 
BATH ,SERVIDOR & RADIO 


We say “Yes Ma’am’” 
to our Cooks 


Women cooks prepare the food for the 
Hotel Lexington restaurants. That’s why 
it’s so delicious and wholesome. And 
Lexington restaurant prices, like its room 
rates, are sensible—35c for breakfast, 
65c for luncheon and $1.00 for dinner in 
the main dining room. 

$3 a day and up for Lexington rooms— 
$4 and up for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 











LATZ IK 








BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
289 WEST 39th STREET, N. Y. C. 











Your Store Name 
individualistic 


PRICE TICKETS 


| | Any Assortment of 
b "a? 


| Prices Wanted 


100 tickets............0.- $2.50 
| 200 tickets 
_  —with store name in type— 
black unless otherwise  re- 
quested. 
(If special hand-drawn design 
add 75c. to initial order.) 
Without store name 


Check in advance must 
accompany order— 
For your Oct., Nov. and Dec. 
trims we have appropriate 
seasonable tickets in-stock. 
diditth head Samples on ie: al 


ved border, green leaves on white 
stock— black figures 


_--’” BOOT & SHOE 
RECORDER, 

367 W. Adams St., 
CHICAGO 

0 with store name 

0 without store name 
check enclosed 


Polly Clip 
Ticket holders 


% Gross ....$2.25 


- 
at? 


e yr Need tickets City 








When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Sport Footwear 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


OF OF OE OO CF CE OF POP Crm Ce 


QUALITY TURN 
D’ORSAYS 


All Colors A & C In Stock 

te Retail at $2.00 

Write for catalogue 
FREEMAN-THOMPSON 

SHOE COMPANY 
Minnesota 











7) St. Paul 





8. CHASE & SONS, 
HAVERHILL, MASS. 
in Stock  Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket yo 
Zipper Pocket 


INC., 


WHERE TO BUY 
Spats 


AOR 


Ee 
BOND STREET 


best 


ors. 
Backed by “timely, in- 
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rong merchandising 
netno—eeetin packages. Famediate delivery from 
rite today for samples to 
pean WILLIAMS MFG. “COMPANY 
Portsmouth, Ohio, U. S. A. 








That’s Gratitude !! 


ERIE, PA—A woman who added insult to 
injury is being sought by the Erie police. As 
A. J. Swanson, a city employe bent over to 
crank a woman’s car, his paycheck dropped 
from his pocket. The check was cashed by the 
manager of a local shoe store who complained 
that the had walked out of the store 
with the pen she had borrowed to forge her 
name to the check. 





» ABOUT PEOPLE 4 


L. E. Norton Promoted 


BRIDGEPORT, CONN.—L. E. Norton is 
now buyer of the shoe department of 
The Howland Dry Goods Co. He suc- 
ceeds James L. Burns, who recently 
left Howland’s to open a new shoe 
store at 1042 Main Street under the 
name of Burns’ Walk-Over Shop. Mr. 
Norton had been assistant manager of 
the Howland department, which han- 
dles men’s, women’s and children’s 
shoes, for two years. 


Weygandt Mgr. of Greenfield’s 


PORTLAND, ORE.—Ernest B. Wey- 
gandt is new general manager of the 
Greenfield Shoe Store and the shoe 
department of the Lyman department 
store. He is acting directly under 
Mrs. Phyllis Greenfield, widow of the 
late George L. Greenfield, who is plan- 
ning to carry on the business as here- 
tofore. 


S. A. Pollock Advanced 


INDIANAPOLIS, IND.—S. A. Pollock 
has become manager of the Sally Shoe 
department, 34 West Washington 
Street, here, the appointment being an- 
nounced by the St. Louis Novelty Shoe 
Co. For the last fifteen years Mr. Pol- 
lock has been engaged in the shoe and 
department store business here. 


Ballou Up for Reelection 


PROVIDENCE, R. I.—F rank E. Ballou, 
veteran shoe retailer of this city, has 
been endorsed by the Ninth Ward Re- 
publican Committee of Providence for 
re-election as Representative to the 
State General Assembly, a post Mr. 
Ballou has been elected to for several 
consecutive terms. 


H. C. Hoyt Goes to Providence 
RocHESTER, N. Y.—Hiram C. Hoyt, 


former manager of the children’s and 
infants’ shoe department for the Wil- 
liams & Hoyt Co, manufacturer, has 
resigned to become secretary to the 
president of the Gorham Co. at Provi- 
dence, R. I. 


H. M. Kendall Promoted 


CINCINNATI—H. M. Kendall, long 
identified with the women’s and chil- 
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dren’s departments of the Smith-Kas- 
son Co., Fifth and Race Streets, has 
been made buyer and manager of the 
better shoes department of the store. 


Howard Frohman With Shillito 


CINCINNATI—Howard Frohman suc- 
ceeds Eugene Held as buyer in the shoe 
department of the John Shillito Co., 
Cincinnati department store. 


Beg Pardon 


In the Sept 24 issue it was stated 
Sam Epstein is buyer of women’s shoes 
for the Imperial Shoe Store, New Or- 
leans Mr. Epstein is buyer for the 
men’s department, while Fred Eckert is 
buyer for the women’s shoes. 





OBITUARY 
J. M. Ray Dies 


ATLANTA, GA.—Julian Marvin Ray, 
one of the best known shoe men in the 
Southeast, died on Thursday, Sept. 29, 
almost one week after the death of his 
wife, Mrs. Vanira Johnson Ray. 

He installed the men’s shoe depart- 
ment for the George Muse Clothing Co. 
when that firm occupied its famous 
“daylight corner’ at 5-7. Whitehall 
Street, and was with the firm for years. 
Later he was connected with the shoe 
department of Daniell Brothers, the 
Parks-Chambers-Hardwick Co., the 
Fred S. Stewart Shoe Co. and Byck 
Brothers 

For nine years he was a member of 
the firm of Ray Brothers on Peachtree 
Street, but closed out the business after 
the death of his brother and took over 
the management of the Nettleton Shoe 
Store in the Piedmont Hotel Building 
About one year ago he retired from 
active business because of heart 
trouble He was 54 years old and was 
a member of the Elks and of the Ma- 
sonic Order. 





George H. Virmond 


MILWAUKEE—George H. Virmond, 26, 
son of George R. Virmond of Caspari & 
Virmond, was killed in an automobile 
accident. He was on his way to Michi- 
gan for the firm, accompanied with his 
bride of six months, when his car was 
struck by a truck coming suddenly out 
of a side road. Mrs. Virmond is still 
in the hospital in a very serious con- 
dition. 


Edgar D. Poffenberger 


PorTsMOoUTH, OHI0O—Edgar D. Pof- 
fenberger, who was an official of the 
Selby Shoe Co. for many years, died 
recently following a lingering illness 
from complications. He had retired 
from active business for the past four 
years. Funeral services were held at 
the Second Presbyterian Church with 
interment at Wheelersburg, Ohio, his 
former home. 
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Efficient Stock Record 
(Cards) An Aid to Profit! 
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Helps you to “buy 
as you sell”—to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 
Complete Initial Equipment (not we MERCHANTS SERVICE DEPARTMENT 
work file $4.00 extra, delivered) ...$5 BOOT AND SHOE RECORDER 
Consisting of— 367 W. Adams Street 
150 cards, of which 50 triplicate sets for J Chicago, Illinois 

size-up orders, Forms A-B- Gentlemen: 

?— enn Se mary Sheets 4 f Please send me samples and prices of your 
I—Cloth, Stiff-Cover Binder Stock and Daily Sales Card Record. 
5—Pads Sales Record Slips (100 to pad) 
I—Pad Refund Record Slips (50 to pad) 

Stock Record cards 9”x12” fit the standard size correspondence file, 

permanent filing, whereas the “work file” shown on the left 
makes it easy to see at a glance just how you stand on pair units 
for each stock number. 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAW IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER . 
AND EMPLOYEE, 

BUYER AND SELLER 


MEET . 


e e e 0 














SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 





SALESMAN to sell strong line Men’s and 
Boys’ Shoes. Metropolitan district and Long 
Island. Address D-155, care Boot & Shoe 
queen. 239 West 39th Street, New York, 





WANTED: Experienced salesman for well 

established Southern Minnesota territory. 
Must live and be acquainted in territory. Give 
references, age, and sales record in first letter. 
JUNG SHOE COMPANY, Sheboygan, Wis- 
consin. 





FOR SALE 


FOR SALE—Shoe store in progressive sour. 
ist and manufacturing city in Michi 
100% location—Long lease—Cheap rent. ~« 
son for selling—Ill health of owner. Address 
D-158, care Boot & Shoe Recorder, 239 West 

39th Street, New York. 








NLY exclusive shoe store within a radius 

of twenty miles in town of 3500 situated in 
richest farming country in Nebraska. Stock of 
$6,500. No old stuff. One other small shoe 
department but no other shoe store in town. 
Address D-154, care Boot & Shoe Recorder, 
239 West 39th "Street, New York, N. Y. 





HOE STORE established forty years is 
offered at sacrifice owing to death of owner. 
477 Grove Street, Jersey City. 





500 yards Shoe Fabrics 35 yard. 
(Original price, $3.00) 

Black and White—Moire, Crepe, Faille, Satin. 

Samples on request. ‘Address D-159, care 

Boot and Shoe Recorder, 239 West 39th ‘Street, 

New York, N. Y. 





FOR RENT 


SPACE for Men’s Shoe department in Men’s 
high grade w ype gy years in best 

- ge ag opportunity for Men’s good 

shoes. G. S. FitzGibbon, Moline, Illinois. 








351 JAY STREET—Convenient downtown 

Brooklyn lofts especially adapted for 
Shoe Manufacturer. Bright, well ventilated. 5,000 
and 2,000 square feet units. Sprinkler, steam 
heat, excellent shipping facilities. Reduced 
rentals. MR. DuBARRY, 51 Willoughby 
Street, Brooklyn, N. Y. 











Available as a Buyer 
and Merchandiser 


a buyer who knows his New 
England sources and resources 
of = shoes—through suc- 
cesstul oes in aying 
and merchandising in large 
department store basement. 


Communicate with me if you 
want your shoe department to 
operate in the low-priced fields 
at good mark-up with fast sell- 
ing footwear. 


Address D-149, care Boot and 
Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





























SHOE REPAIRMAN—Also expert shoe sales- 
man. If you are in need of a combination 
like this to cut store expense write me. 

dress D-156, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





Capitalize 
Mr. Manufacturer 


Capitalize on my proven ability. 
It-can be had for a mighty small 
investment on the part of some 
progressive manufacturer who is 
now ready to build for the immed- 
iate future. 

Many years of successful effort in 
executive capacity as well as in 
styling and selling ladies shoes; 
with a following amongst the de- 
sirable merchants throughout the 
country that alone commands con- 
sideration. 

Address D-157, care Boot and 
Shoe Recorder, 239 West 39th 
Street, New York, N. Y¥. 














LINE WANTED 





WOMEN’ S and _ children’s popular priced 
Stock line for Connecticut. Salesman with 
good volume record. Address D-160, care 
Boot and Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


S ALESMAN with well established territory 

in and near New York City wants ling, of 
Children’s or Ladies’ Shoes, Medium grade 
welts preferred. Has own automobile and will 
consider a_ strafght commission proposition. 
References exchanged. Address D-153, care 
Boot & Shoe cee 239 West 39th 1 Street, 
New York, N. 





WANTED TO PURCHASE 








We will pay the best price for... 

your surplus or entire stocks of shoes, 

general merchandise or ent 

stores. Leases assumed, 

Phone : Write - Call 
All matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 











We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 














BUSINESS OPPORTUNITY 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for trainin openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to bet 2; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








The rate for “Position and 
Minimum charge 7. 





CLASSIFIED ADVERTISING RATES 


Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
€® Advertisements for this page must be in our New York office on Friday of the week preceding publication. &8 





charge 
In all other cases each 


2 
2 
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STATEMENT OF OWNERSHIP 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACT OR CON- 
GRESS OF AUGUST, 24, 1912, 


Of Boot and Shoe Recorder, published 
woeuty at New York, N. Y., for Oct. 1, 


State of New York, County of New 
York, ss,: 


Before me, a Notary Public in and for 
the State and county aforesaid, personal- 
ly appeared William M. LeBrecht, who, 
having been duly sworn according to law, 
deposes and says that he is the Business 
Manager of the Boot and Shoe Recorder 
Publishing Co., Publishers of Boot and 
Shoe Recorder, and that the following 
is, to the best of his knowledge and hbe- 
lief, a true statement of the ownership, 
management, etc., of the aforesaid pub- 
lication for the date shown in the above 
caption, required oe the Act of August 
24, 1912, embodied in section 411, Postal 
Laws and Regulations, printed on wie re- 
verse of this form, to wit: 


1. That the names and addresses of 
the publisher, editor, managing editor, 
and business manager are: 

Publisher, Boot and Shoe _ Recorder 
Publishing Co., New York, N. Y. Editor, 
Arthur D. Anderson, Great Neck, N. Y. 
Managing Editor, Raymond L. Fitzgerald, 
Forest Hills, L. I, N. W¥. Business 
7. Wiliam M. LeBrecht, New York, 


2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one per cent 
or more of total amount of stock. If not 
owned by a corporation, the names and ad- 
dresses of the individual owners must 
be given. If owned by a firm, company, 
or other unincorporated concern, its 
name and address, as well as those of 
each individual member, must be given.) 


Owners: United Publishers Corpora- 
tion, 239 West 39th St., New York, N. Y. 


(Stockholders of United Publishers 
Corporation owning in excess of 1%); 
United Business Publishers, Inc., 239 
West 39th St., New York, N. Y. 


Stockholders of United Business Pub- 
lishers, Inc., owning in excess of 1%: 
Cc. S. Baur, 3559-164th St., Broadway, 
Flushing, L. I., N. Y.; George H. Buzby, 
Philadelphia, Pa.; Anna B. Frank, Pleas- 
antville. N. Y.; Fritz J. Frank, Pleasant- 
ville, N. Y.; Lee, Higginson & Co. (Part- 
nership), New York, N. Y.; C. A. Mussel- 
man, Philadelphia, Pa.; A. C. Pearson, 
Montclair, N. J.; Lelia C. Pearson, Mont- 
clair, N. J.; Frederic C. Stevens, 325 
West End Ave., New York, je Wes Ga) 
Frederic C. Stevens Co., 23 Prospect Ter- 
race, Montclair, N. J. 


Note: Stockholders of (A) Frederic C. 
Stevens Co.: Velma S. Stevens, 325 West 
End Ave., New York, . wit Be. Cs 
Stevens, Jr., 325 West End Ave., New 
York, N. Y.; Velma I. Stevens, 325 West 
End Ave., New York, N. Y.; Frederic C.’ 
Stevens, 325 West End Ave., New York, 
N. Y.; Ruth S. Kane, Montclair, N. J. 


3. That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 per cent or more of 
total amount of bonds, mortgages, or 
other securities are : af there are none, 
so state.) None. 


4. That the two paragraphs next above, giving the 
names of the owners, stockholders, and security hold- 
ers, if any, contain not only the list of stockholders 
and security holders as they appear upon the books of 
the company but also in cases where the stockholder 
or security holders appears upon the books of the com- 
pany as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trus- 
tee is acting, is given; also that the said two para- 
graphs contain statements embracing affiant’s full knowl- 
edge and belief as to the circumstances and condi- 
tions under which stockholders and security holders who 

not appear upon the books of the company as 
trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant has 
no reason to believe that any other person, associa- 
tion, or corporation has any interest direct or in- 
direct in the said stock, bonds, or other securities 
than as so stated by him. 

5. That the average number of copies of each issue 
of this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the six 
months preceding the cate mows one TRs.b 6 eg0ds « 
CCPC Cedeneeutesie s information is re- 
quired from daily publications only.) 


WILLIAM M. LE BRECHT. 
‘“ Te before me this 29th day 
(Seal.) CHARLES B. TANNER. 
clerk's No.” New York County, N. Y. County 


. ¥. County Register’s No. 4-T-204. Conmission 
expires March 30, 1934. 





MERCHANTS’ NEEDS 








TRU-FIT ALUMINUM 
DANCING TAPS 

1 Large, 2 Medium, 3 Small 
—— Pe | 






fees eee 
Used More Than Any Other Make 


TRU-FIT MANUFACTURING CO. 
43 N. 3rd St., PHILADELPHIA 











you cannot afford — 
to do without. 

White us for detail 

ed information. 


Mandel Engzaving Co. 


sown “Act Studios: wsevsts 
















New York Stores Busy 


New York—Business in New York re- 
tail shoe stores on last Saturday was 
the most active in some time. A check-up 
in six of the largest department stores 
indicated with one exception that as 
many customers as it was possible to 
handle were being served. The price 
range where most of the action was 
found was in the lower brackets, but 
the better grade shoe departments were 
enjoying splendid trade. 

In the popular priced shoe belt along 
Thirty-fourth Street, between Sixth 
and Seventh Avenues, the stores were 
crowded, with excellent customer traffic 
observed in the higher priced stores 
west of Fifth Avenue. A check-up of 
the Fifth Avenue ultra-smart shops 
showed they shared with equal measure 
the increase in business. 

It was noted that women were still 
partial to suede footwear. Ina majority 
of instances suede was either on the 
foot or two or three pairs were spread 
about where they could be studied. The 
trimmed suede shoes were more pro- 
nounced than all-over effects. Kid and 
reptile continue to be preferred ma- 
terial for enhancing the suede shoe. 
While brown remains a favorite, black 
has an-interest that is not entirely 
passive. The importance of black coats 
and dresses leaves little choice other 
than black if a woman goes in for 
smartness of dress. 

The suede vogue, it was said in one 
important store, was declining, with in- 
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creased demand being noted in reptiles 
“and kid. With the approach of Novem- 
ber, bringing as it usually does heavier 
and slushier weather, it is natural to 
assume that suede will wane and kid 
and reptile command more prestige. 

Pin seal was mentioned as a mate- 
rial that has come into some promi- 
nence during the past few weeks. Alli- 
gators and lizards have not only been 
popular but further honors in cus- 
tomer acceptance seem to be apparent 
from the improvement in the demand. 

There was a stir in the trade when 
one of the largest department stores 
used plenty of space to announce their 
failure in recognizing the importance 
of short vamps, further adding that 
the situation had now been corrected 
and they were in position to meet the 
demand for shoes of this type. A ma- 
jority of stores are not in accord with 
the view that there is a demand for 
short vamps, believing that this last 
is the preference of a very limited cus- 
tomer clientele. If this demand is im- 
portant it is confined to the younger 
and more flashily dressed type of per- 
son. 


Brockton Plants 
Increase Steadily 


BrockTtoN—While production in gen- 
eral among South Shore factories re- 
mains far below normal figures at this 
date, Brockton manufacturers may be 
regarded as holding their own with 
many factories exceeding production 
and highly optimistic as to the future. 

Regal Shoe Co. and Commonwealth 
Shoe & Leather companies are working 
to capacity, while such firms as C. A. 
Eaton, M. A. Packard, Conrad Shoe 
Co., Barney, Capen & Denham, E. E. 
Taylor Co., Thompson Bros., A. J. 
Freedman and Field & Flint are 
steadily increasing production and re- 
porting many new accounts. 

Activity in and about the E. T. 
Wright Co. factory at Rockland most 
certainly indicates that the “well 
known corner” has actually been turned, 
for production at the home of Arch- 
Preservers for men has seen no such 
production in many months as that re- 
corded the past fortnight. The de- 
mand for the Arch-Preserver lines and 
the company’s new Made to Measure 
line has exceeded expectations. 

Stacy-Adams Co., respite the difficul- 
ties one encounters with moving plans, 
are busily engaged with its new line 
of custom patterns, and the Bion Rey- 
nolds line, which was adopted recently 
with the acquisition of the Reynolds 
factory, which is now being enlarged, 
prior to its occupancy next month by 
Stacy-Adams executives. 

The W. L. Douglas new line is en- 
joying a good run, with such factories 
as Doyle Shoe Co., Brockton Shoe at 
Holbrook, E. J. Givren at Rockland 
and the Corcoran factory at Stoughton 
all making in the low price range and 
recording excellent production runs 
from 1200 to 3000 pairs daily. 
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BOOTS AND SHOES 






Advance Theatrical Shoe Co., Chicago, Ill.. 60 








Brooks Shoe Mfg. Co., Phila., Pa......... 62 








Chase, W. S., & Sons, Haverhill, Mass.... 64 
Child Life Shoemakers, Inc., Cedar ily 
Wis. 58 
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DRESSINGS, ETC. 





Ebberts, John, Shoe Co., Buffalo, N. Y..... 58 
Edwards, J., & Co., Philadelphia, Pa., 
F Back 





United Last Co., Boston, Mass...........-- 







Enna Jettick Shoes, Inc., Auburn, N. Y.... 41 
Evans, L. B., Son Co., Wakefield, Mass.... 55 








Freeman Shoe Corp., Beloit, Wis. ...2nd Cover SHOE ACCESSORIES 


eee nape Shoe Co., St. Paul, Shoe Lace Co., Lawrence, Mass........... 
PE: Sahoceeee0ocd0s cdeccusadeoconseone 64 
Tru-Fit Mfg. Co., Philadelphia, Pa......... 







Gilbert Shoe Co., Thiensville, Wis......... ~ Williams Mfg. Co., Portsmouth, Ohio..... 






SHOE STORE EQUIPMENT 





Shoe Form Co., Auburn, N. Y............-- 






Marathon Shoe Co., Wausau, Wis......... 5 Whitcher, F. W., Co., Boston, Mass........ 
Minor, P. W., & Son, Inc., Batavia, N. Y.. 23 
— ——, & Woolen Mfg. Co., 
et Sere eer ss 
diary Front Cover MISCELLANEOUS 









Hotel Governor Clinton, New York City... 
Hotel Lexington, New York City.......... 
Hotel Shelton, New York City............. 
Hotel White, New York City.............. 


Nettleton, A. E., Syracuse, N. Y.......... 56 
Norridgewock Shoe Co., Norridgewock, Me.. 62 







Old Colony Shoe Co., Brockton, Mass...... 56 





Kent Automatic Garages, New York City.. 
Packard, M. A., Co., Brockton, Mass....54, 56 Kirsch-Blacher Co., Inc., New York City... 






Mandel Engraving Co., Milwaukee, Wis... 





Richards & Brennan Co., Randolph, Mass.. 56 
Reberts, Johnson & Rand, St. Louis, Mo... 29 Simon, I., Co., New York City............. 
Roth Shoe Co., Philadelphia, Pa.......... 60 Stephenson Laboratory, Boston, Mass..... 














Smith, J. P., Shoe Co., Inc., Chicago, Ill... 
Stacy-Adams Co., Brockton, Mass........ 10, 56 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass.............. 


Athletic Shoe Co., Chicago, Ill............ 64 Cork 
Armstrong Cork & Insulation Co. 

Ault-Shackford Co., Auburn, Me........... 53 Division, Lancaster, Pa.......... , Res siti 

Bass, G. H., & Co., Wilton, Me........... 64 Du Pont Viscoloid Co., New York City.... 


Cover United Shoe Machinery Corp., Boston, Mass., 
6, 61, 3rd Cover 


Wolverine Shee & Tanning Corp., Rock- 
CE, Ss. se dpwencowccteeen ye deses seen 37 


4 


50 


B. & B. Shoe Co., Chicago and New York. 60 | Evans, John R., & Co., Camden, N. J.....30-31 


Brown Shoe Co., St. Louis, Mo....... 27, 44-45 Hubschman, E., & Sons, Inc., Phila., Pa... 57 
Lambskin Tanners Association............. 43 
Capezio, New York City................05 60 Levor, G., & Co., New York City.......... 2-3 


oe Leather Co. Trust, Boston, 
Mass 47 


sale w. B., Co., Rochester, N. Y....... 38-39 MACHINERY, LASTS, MFRS.’ SUPPLIES, 


63 
49 
48 


48 
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Potter’s New Bag Department 


CINCINNATI—The Sally Huff Bag 
Department is now operating at the 
Potter Shoe Co., Cincinnati, in their 
third floor costume booterie. The de- 
partment is in charge of Miss Sally 
Huff and will feature bags from $7.50 
up. 

“T feel that the time has come,” stated 
Miss Huff, “to show high class mer- 
chandise with a real price attached.” 

Miss Huff is showing many beautiful 
designs, exclusively Potter’s own. De- 
signs in all bags are carried out to 
match the shoes. She is bringing out 
a new type of bag for the professional 
woman that will be fashionable as well 
as serviceable. 

The co-ed will choose the “Pennant 
Bag,” carrying a full sized pennant of 
the local-fraternities attached to the 
frame. The pennant can be removed 
without damage to the bag. 


Solomon & Direnfeld Start Store 


YOUNGSTOWN, OHIO—Cinderella Aris- 
tocratic, Inc., have opened a new shop 
at 105 West Federal Street, in which 
women’s shoes are featured at the 
popular prices of $2.95 and $4. Paul 
Solomon, who travels through the West 
for the Duane Shoe Co. of Marlboro, 
Mass., is the president of the new cor- 
poration, while Harry P. Direnfeld, 
who is secretary and treasurer, wili 
manage the store. The store will fea- 
ture mostly Duane shoes. 





First of a Chain Starts 


YOUNGSTOWN, OHI0O—Johnson’s Boot 
Shop, recently opened here, is owned by 
K. F. Suhr, who was formerly connected 
with the Weil Shoe Co. up to two years 
ago. Several more stores are planned 
to be opened by Mr. Suhr in the_near 
future, he announces. He has chosen 
as his slogan, “Winsome Feminine 
Footwear — Always in step _ with 
fashion.” 





New Shoe Department 

BALTIMORE, Mp.—A shoe department 
in which footwear for men and women 
in the lower priced ranges is carried 
is included in the store opened by 
Lanbeck Stores, Inc., at 2125 West 
Pratt Street. This concern was re- 
cently organized by Melvin Landy, 
Morris D. Becker and Joseph W. 
Becker. 
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We said this* a year ago. Today it is 





more true and significant than ever. 





Compare materials. Compare work- 





manship. Compare Customer §satis- 





faction. Ask the sales people who fit 





them. 


| 


SS” 


* “Pedigo shoes are the happy meeting 








ground of purse and prestige. They 


cost enough to be good—but no more. 





They could not cost less and still be 





Ala good.” 


Pedigo -lake Shoe (2. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 
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AN EXAMPLE OF 
BLACK MAGIC 
BY 


SHERWOOD SHOE COMPANY 
* 


Master shoemakers, the Sherwood Shoe Company 
has a trade wide reputation for originating sale- 
able styles. Naturally, the selection of materials 
for their fine shoes is an important factor. As in 


the style illustrated above. . . . . +. « . 


COLONIAL PATENT 


has demonstrated the perfect balance of pliability and fine, tight grain so necessary to 


make distinguished shoes. That is the reason so many manufacturers prefer it. . 


COLONIAL TANNING COMPANY - BOSTON 


“ATEN 
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JUCMc 


GAITERS 


Modern in Name 


nd they Can increase* 1 _— Oty | C 


your profits. 


here’s style in the gay = oe a 
smartness of their lines— Be 

in the charm of their rich satin 

finish—in their trim, dainty fit— 

irresistible style. 


BALL-BAND Moderne Gaiters are 
light—very light. One convenient snap 
holds them snug... . slips them off or on 
easily. A wide range of shoes can be quickly 
and properly fitted by each of four smart lasts. 


Fall rains are even now starting the demand for 
these smarter, lighter, more convenient gaiters— 
and early business is profitable business. Use 
Modernes to put new life into your gaiter selling plans. 
Write now for sample or complete information. , 

BALL BAND 
MISHAWAKA RUBBER & WOOLEN MFG. CO. an Ng 
280 Water Street, Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A., Brattleboro, Vermont 
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When so many shoes are 


aE E  Sbench Brand” leather 
FELLOWS BOOK soles, it should benefit 


KISTLER 


you to sell them too. 


Real money is made selling popular products. They may be automobiles, 
electric refrigerators or shoes. A great deal of the sales activity noticed 
when popular products are sold, is due directly to sharply defined features 
of superiority. Excellence exploits excellence. For instance, the wearer 
of shoes bottomed with Kistler “BENCH BRAND” Sole Leather, noting 
the contrast in wear from what had been experienced before, feels justi- 
fied in speaking a good word for some dealer and he does it. 


KISTLER"BENCH BRAND’ 
SOLE LEATHER 


is the result of a process which admittedly creates the finest American 
tannage. It starts with the leather on the hoof. An idea that sole leather 
is sole leather is all wrong. There’s marked difference in hides and fin- 
ished sides. Kistler “BENCH BRAND” Sole Leather possesses properties 
of such importance in profitable shoe merchandising that dress, sport and 
heavy-duty shoes are being made with it. Don’t pay the penalty of poor 
sole leather. « 


Write us for the names of shoe manufacturers making shoes tha’ 
carry KISTLER “BENCH BRAND” LEATHER SOLES. 


LEATHER COMPANY 
BOSTON-MASS-: 
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Police 
and Service Shoes 
By MUSEBECK IN-STOCK 


AA TO EE 6 TO 12 


STOCK No. 57 
pis Black Calf 11 iron. Single 


Viscol Sole. SOME SHOE. 


STOCK No. 58 
+ ar Rueping’s Black Calf Blu. 


Double Viscol Sole. 


STOCK No. 510 


Rueping’s Black Calf Blu. 
= Double Viscol Sole, Barbour’s 


Genuine Stormwelt. 


STOCK No. 11 
4-00 Imported Black Calf, Long In- 


side Arch Support Counter, 
Long Inside Orthopedic Heel, 
12 iron Viscol Sole, 5 iron Mid- 
dle Sole, Barbour’s Genuine 
Stormwelt. 





Terms 5% 20 Days, 30 Days Net. 





ue 


’ EXTRA VALUE 


All numbers made with guaranteed 
wide steel arch support shanks. 
Musebeck 7 iron Double-Arch 
Wear-Straight Insole construction. 
Calf inside Counter Pockets and 
many other quality features not 
usually found in shoes of this type. 


Mens T)uuble Arch (Jear Straight Shoes 


Danville Illinois 
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NO 
MARRED FLOORS! 
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People are having to save money on shoes 
this year — but they still want shoes that look 
well, feel well, wear well! 

You can give your customers everything 
they want and show them a_ bona fide 
saving when you sell shoes with Goodyear 
Wingfoot Soles. 

No one could ask for more comfortable 


footing than these easy-walking waterproof 
Wi N G F Oo Oo T soles of resilient Goodyear rubber. 
And when it comes to wear nothing ever 
built will outlast them — they’re that tough! 
Ss Oo L E Ss No one has to tell you that a long-wearing sole 
means a long-wearing shoe that holds its look 
and shape. 
That’s why it pays to feature shoes with 
these soles—because they give extra wear 
that makes shoe dollars go farther. If you want 


to sell thrifty folk, be sure you have plenty 
of Goodyear Wingfoot-soled shoes in stock. 


Copyright 1688, by The Goodyear Tire & Rubber Co., Ine. 
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LTIMATE cx 


eC 


From the selection of the mate- 
rials to the final inspection of 
the finished shoes, every care 
is taken to give each pair the 
perfection demanded by women 
who select Florsheims. The 
Florette model illustrated is 
The Phyllis —a two eyelet kid 
tie with delicate piping. It is 


one of twenty-seven timely 





styles—most styles made with 


Feeture Arch—carried IN 


Priced to Retail at ¢ § 50 & $ | @ 
STOCK. Write for a catalogue. 


\ | 74 FLORSHEIM Shoe 


FOR WOMEN 


THE FLORSHEIM SHOE COMPANY... Manufacturers... Chicago 
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